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PRICE INCREASES FOR TV? The 
answer right now is a qualified 
yes—but only in selected areas. 
Reporting to EM WEEK from 
around the circuit, manufac- 
turers agree that price hikes 
would be desirable, but so far 
only Emerson has done any 
boosting—a 3% across-the-board 
increase on its Granco radio 
line. Said one executive: The 
TV wholesale price index of the 
Labor Dept. reached bottom in 
May, has shown signs of 
strengthening. There’s pressure 
behind prices from rising wage, 
material costs, low inventory 
se levels. And all this is a good in- 
| dication you won’t see any year- 
end dumping. « 



























NEW MARKETING CONCEPT was 
unveiled last week by Shopping 
Center Showcase, Inc. Manu- 
facturers and large service or- 
ganizations will be solicited to 
rent space in Showcase buildings 
—located in shopping centers in 
43 major markets—to expose 
and merchandise their products. 
Continued on p3 
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Quality Portables SELL and STAY SOLD! 
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Five Quality Portables Sell 
Less Than *100°° Retail...! 


Plus 
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‘45’ RPM and STEREO 
LP RECORD PACKS 


Two real sales stimula- 
tors! Complete record li- 
braries, ‘45’ rpm or 
Stereo LP, in leatherette 
carrying cases, available 
for consumer incentives. 


...and The Sparkling 
New “‘Stere-O-Stand’”’ 


Promote, display and 
sell V-M’s sensational 
Model 307 portable com- 
ponentsystem. Build new 
sales fires when you offer 
this practical premium. 
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Exciting Sales stimulators make it easier 
then ever to sell V-M portables. 


YOU MAKE MORE PROFIT... 
WITH V-M PORTABLES 


CALL YOUR V-M DISTRIBUTOR TODAY! 







5 GIFT PRICED PORTABLES! 








V-M Portable 
Phonograph— 
Model 202 





e Plays monaural records, all 
speeds and sizes manually e 
Feather Light Tone Arm e 
Separate Tone and Volume 
Control e Powerful Speaker 
System e Built-in ‘45’ rpm 
Spindle adaptor « Value leader 
in the monaural portable field 

ONLY $29.95 LIST* 


e V-M 4-Speed Automatic Record Changer 
e Plays Hi-Fi records of any speed or size 


V-M Portable 
Phonograph— Model 302 


automatically or manually « Automatic 


Manual-Play feature prevents accidental 
needle damage after single record play 
e Feather-Light Tone Arm has Finger 
Lift for added convenience « Powerful 
peaker e Separate Tone and Volume 


Controls ONLY $54.95 LIST* 


‘1 3 V-M Portable Stereo 
Li Phonograph— Model 305 





e New V-M Portable Speaker Design « Dual 
Speaker System e« V-M 4-Speed Automatic 
Record Changer plays Stereo and Monaural 
records automatically or manually e« Auto 
natic Manual-Play feature prevents accidental 
needle damage after single record play « Dual 
Controls allow adjustment of each 
channel separately « Value leader in the Stereo 
Portable Field ONLY $69.95 LIST* 


Volume 


es V-M Portable 
7 4 Stereo 
f Phonograph— 
ae Model 314 


e Lightweight, compact with de 
tachable ‘flip-over’ speaker lid 
for selective stereo sound sepa 
ration « V-M quality 4-speed 
record changer e Loudness 
Control, Bass and Treble Con 
trol regulated by Tone Control 
« Value packed Price Leader at 
only $79.95 LIST* 


Stereo 
Phonograph— 
Model 311 


V-M 
j 5 Portable 





« Unique All-in-One Portable 
detachable 
speaker enclosures e« 6” x 9” 
speaker in central unit « 4” 
speaker in each enclosure e 
V-M ‘Stere-O-Matic’® Record 
Changer « Balance, Loudness 
and Tone Controls. Priced to 
sell at $99.95 LIST* 


with ‘‘swing-out”’ 


*Slightly Higher West 
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V-M CORPORATION ¢ BENTON HARBOR, MICHIGAN « KNOWN FOR THE FINEST IN RECORD CHANGERS PHONOGRAPHS AND TAPE RECORDERS 
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The first Showcase will be opened in Hyattsville, 
Md., next March. By the end of 1964, the new 
company expects that 55 Showcases will be 
opened and in full operation. @ 


COLOR TV SALES “FIGURES” FROM RCA: Cumulative 


distributor-to-dealer sales through the third 
week of October are running 40% ahead of last 
year, reported Raymond W. Saxon, RCA Sales 
Corp. VP. . 


FALL BUSINESS RESURGENCE: The TV industry, fac- 


ing something less than a boom, turned in its 
best record to date by starting the fourth quar- 
ter 00.04% ahead of last year’s cumulative dis- 
tributor sales totals. The radio business is bloom- 
ing, began October 15% ahead of last year’s 
record pace at the distributor level. Nine-month 
distributor inventories were in excellent shape: 
TV was down 7.40% from last year; radio was 
down 10.02%. . 


BALLYHOO FOR TRANSISTOR RADIOS is coming your 


way in a new booklet, “The World of Transistor 
Radios,” to be published next week under the 
sponsorship of the Japan Electronic Industries 
Assn. Free copies can be obtained from import- 
ers or the Japan Trade Center (P.O. Box 2634, 





EVERYTHING IS COMING UP RO$E$. At Delmonico In- 


ternational, which has recorded $5,737,225 in 
sales for the first nine months—a gaudy 118% 
increase over last year’s comparable period. 
Why? “It has taken about a year to convince 
the trade, gain acceptance,” explained Herbert 
Kabat, executive VP. Delmonico, which imports 
a full line of consumer electronics, is about to 
add a $179 tape recorder with batwing speak- 
ers. ® 


AMANA WILL HOLD THE PRICE LINE on 1962 refrig- 


erators and freezers, according to George Foerst= 
ner, executive vice president. Nine new models, 
from 13.9 cu. ft. to 17 cu. ft. are in the line. 
There are five upright freezers, ranging from 
12.9 cu. ft. to 22.6 cu. ft. and four “deepfreeze”’ 
units from 11 cu. ft. to 23.8 cu. ft. A 24,000 Btu 
air conditioner is in the line and there will be a 
slight increase in air conditioner prices. ’ 


THE 1962 WESTINGHOUSE LINE features two top-load- 


ing agitator washers, a combination dehumidi- 
fier and space heater, range ovens that hold food 
at 140 degrees for hours and two fully automatic 
air conditioners. The line includes a dozen ranges 
and a dozen refrigerators, three chest and six 
upright freezers, 17 laundry equipment items, 
nine air conditioners and five dehumidifiers. 
Added to the line is the Spacemaster refrigera- 
tor, with more than 90% of its capacity devoted 


Grand Central Station, New York 17, N.Y.) = 


to fresh food storage. s 


Japanese Transceiver Makers: 
Why They Eye U.S. Markets 


Fifteen Japanese electronics manu- 
facturers think the U.S. transceiver 
market (EM WEEK, July 3, p2) is go- 
ing to be their next big growth area 
in electronics exports. These 15, all 
small manufacturers of transistor ra- 
dios, have formed the Japan Trans- 
ceiver Industry Assn. What are they 
looking for? 


Development of a new product to com- 
pete in the consumer electronics mar- 
ket. ‘We are entering into another 
export boom era of transceivers now 
that the export boom of transistor 
radios to the U.S. has died down,” 
according to Kosaburo Arasawa, op- 
erator of the Association. 

“We now have a total of only 15 
member-firms who are manufactur- 
ing transceivers, Arasawa said, but 
we expect to have 50 to 60 of them by 
the end of the year.” Five of the 
companies are exporting a total of 
25,000 transceivers (100 milliwatt 
“walkie-talkies”) a month to the U.S. 
What will the Association do? 


First on the agenda is to make sure 
they have their fingers in the pie 
from the beginning. The Association 
thinks transceivers will follow the 
pattern set by transistor radios in 
the U.S. market. The large electronics 
manufacturers, they believe, will test 
out the market slowly before they 
jump in, much as they did with tran- 
sistor radios. This gives the small 
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makers, who can produce short runs 
without elaborate retooling, a chance 
to grab a share of the market before 
the Hitachis and Toshibas move in. 


Performance standards are another 
concern. The Association wanted the 
government to “include transceivers 
as an item for export inspection, the 
same as transistor radios, so that 
there will not be any irregularity in 
quality, as there was for transistor 
radios in the earlier stages of their 
export,” said Arasawa. 

Japanese performance regulations 
for 100 milliwatt transceivers, set up 
in June, are stricter than FCC stand- 
ards. First testing results of 71 
transceivers submitted by 43 manu- 
facturers: 40% approval, mostly for 
the small makers. 


And prices are low. American 100 mil- 
liwatt units, which have been selling 
well at $170-$250 a pair, may be fac- 
ing some tough competition from the 
better quality Japanese sets, which 
sell for about $37.00 a pair, F.O.B. 
Tokyo—in the U.S. that would be 
about $114.00. How big is the market 
for imported units here? 


The Japan Trade Center sent a letter 
to importers and distributors to see 
who was selling citizens-band equip- 
ment and how they were doing. Here 
are some replies: 

e The $50 to $100 price range is the 


most common and the most popular. 
Dealers with the lower-priced trans- 
ceivers said they sold best. 

e@ No one market area appeared best. 
Sportsmen and boat owners account- 
ed for a good share. 

e Most dealers do not know there 
are FCC regulations covering trans- 
ceiver use. “Large scale violation of 
these regulations by consumers un- 
familiar with the law may lead to 
FCC licensing, many informed sources 
predict.” 

e “Quite a few dealers are running 
advertisements and accepting orders 
for transceivers without maintaining 
an inventory. They appear to be pur- 
chasing against orders while trying 
to keep an eye on the as yet un- 
solidified market.” 

e The general feeling in the market 
is one of optimism coupled with a 
wait-and-see attitude, with dealers 
convinced of the transceivers’ rosy 
future, but unwilling to invest... 
at this time.” 


Here’s a complete list of the Japanese 
Transceiver Industry Association 
membership. Company name and ad- 
dress is first, followed by the com- 
pany president’s name: 


Nihon Dengyo K.K., 2-6, Kyobashi, Chou- 
ku, Tokyo. Takao Ishikawa, pres. 


Hinode Denko K.K., 13, Kamiyama-cho, 


Kita-ku, Osaka. Masahiro Ichihara, pres. 


Omiya Electronic Industry K.K., 4-866, 
Sakuragi-cho, Omiya-shi, Saitama-ken. 
Tadao Lizuka, pres. 


twata Electric K.K., 5, Kanda Hanafusa- 
cho, Chiyoda-ku, Tokyo. Keisuke lawata, 
pres. 


ikefuji Radio Industry K.K., 2-15, Moto- 
shiba, Minato-ku, Tokyo. Saburo Ikefuji, 
pres. 


Sanko Communications Industry K.K., 
987, Ooka-machi, Minami-ku, Yokohama. 
Juzo Yokokawa, pres. 


Toa Musen K.K., 30637, Nishi-Shinag- 
awa, Sinagawa-ku, Tokyo. Katsumi Sato, 
pres. 


Japan Resistor K.K., 2-445, Naka-Megu- 
ro, Meguro-ku, Tokyo. Kinau Shibahara, 
pres. 


Nipco K.K., 20, Kanda Tashiro-cho, Chi- 
yoda-ku, Tokyo. Kiyoto Sasase, pres. 


Santei Electronic Industry K.K., 3-20 
Kanda Ogawa-cho, Chiyoda-ku, Tokyo. 
Tashin Aochi, pres. 


Tamachi Electronic Industry K.K., 4-5, 
Shiba Tamachi, Minato-ku, Tokyo. Samon 
Suzuki, pres. 


Taiyo Tuner K.K., 2-1, Mukojima, Sumida- 
ku, Tokyo. Hirozo Kawasaki, pres. 


Elman K.K., 6-3-8, Higashi Jujo, Kita-ku, 
Tokyo. 


Corona Denki K.K., 21, Kurumazaka, 
Taito-ku, Tokyo. 


Nihon Audio K.K., 13, Shiba Mita Toy- 
ooka-cha, Minato-ku, Tokyo. 


EM WEEK 
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STRAIGHT FROM 
WASHINGTON 


WHEN ARE PRICE CUTS ILLEGAL? When used to obtain 


new customers, says the Federal Trade Com- 
mission. 

The ruling throws new light on the so-called 
“good faith” defense for discriminatory price 
cutting, banned by the Robinson-Patman law. 
What the FTC is saying is that ‘‘defensive” price 
cuts to meet competition and retain old cus- 
tomers is legal. But “aggressive” discounts to 
obtain new customers are not legal. 

The case involves discounts granted by Sun- 
shine Biscuits to potato chip customers in the 
Cleveland area. But it could have a wide effect 
on price-cutting practices in many wholesale 
and retail areas. 

Sunshine Biscuits plans to ask the commis- 
sion to reverse its decision. If that is unsuccess- 
ful, it will appeal the case to the courts. s 


GENERAL PRICE STABILITY UNTIL MID-1962 is ex- 


pected by administration economists. Here is 
their reasoning, as outlined by Chairman Walter 
Heller of President Kennedy’s Council of Eco- 
nomic Advisers. 

Hourly wage rates still are rising, but at a 
slower pace. Since 1955, the annual increases 
have been 5.6%, 5.1%, 4.1%, 3.4%, 3.38%, and 
2.7%. 

Currently, there is a sharp cyclical upswing 
in output-per-man-hour. The rise between the 
recession low of last February and August was 
4.8%. 

The slower rate of wage increases combined 
with the rise in output-per-man-hour has re- 
sulted in lower costs per unit of production. This 
lays the groundwork for what could be con- 
tinued expansion of business activity without 
inflation. 

Heller pinpoints mid-1962 as the next critical 
period for prices. 

At that time, the economy may be in the 
middle of a boom. The cushion obtained from 
the spurt in productivity will be gone. Wage in- 
creases may begin to outstrip productivity. 
Business will be good, and manufacturers may 
be able to make price rises stick. 

In this case, says Heller, a renewed period of 
creeping inflation would become a real threat. = 


WANT TO BE YOUR OWN ECONOMIC FORECASTER? 


Commerce Secretary Luther Hodges says this 
will be possible now, even for the small business- 
man, because of a new monthly booklet from his 
department. The booklet, titled “Business Cycle 
Developments,” will contain raw figures on such 
economic indicators as prices, profits and labor 
costs. Judicious use can help businessmen deter- 
mine when and what to buy, when to sit pat. It 
is obtainable ($4 a year) from the Government 
Printing Office. . 








How 328 Dealers Handle 


EM WEEK’s marketing research de- 
partment has just completed a sur- 
vey of the way 328 dealers handle 
consumer credit. Here is a profile of 
their nationwide sample and what 
they said about their credit prac- 
tices. 


Who gave the answers? Most of the 
dealers classified themselves as “old 
timers’’—ones who are firmly estab- 
lished with a reputation built on 
dependability and service—or “‘solid”’ 
dealers—ones who sell close to list 
prices and offer service. Only 2% 
called themselves “plain pipe rack” 
operators competing primarily on a 
price basis and offering little service. 
The “promoter” type, who relies on 
frequent sales, some loss leaders and 
frequent advertising, accounted for 
11% of the sample. In addition, 8% 
classified themselves as “country 
club” dealers offering top brands and 
top service to customers not pri- 
marily interested in price. 

Of the total respondents, 79% 
served communities of less than 
100,000 population, and most of this 
group operated in cities between 
5,000 and 25,000 population. The ma- 
jority had their stores in the middle 
of town while about one quarter said 
they were located on the edge of 
town. The rest were either on a 
highway outside of town or in a 
shopping center. Most said that their 
customers park their cars in the 
street. A private parking lot is main- 
tained by 38% and the rest rely 
either on a municipal parking lot or 
the parking lot in their own shopping 
center. 





What’s the best way to handle con- 
sumer credit? As you can see from 
the categories above, there is prob- 
ably no such thing as the average 
dealer and there is probably no single 
“right” way to handle credit. Later 
on, you will see how this particular 
group of dealers answered questions, 
such as: How high should interest 
rates be? Who should handle credit 
deals? How big should down pay- 
ments be? Bear in mind that your 
answers may vary from the “aver- 
age” dealer depending on some of the 
peculiar factors that bear on your 
business. 

Here is the over-all picture of how 
the average dealer handles consumer 
credit. The average dealer needs an 
active credit business in order to 
maintain sales and _ profits, even 
though extending credit adds extra 
overhead. He is more likely to use 
bank or finance company facilities to 
administer the credit than to do it 
himself. When he does handle the 
credit without any outside aid, he 
usually does the paper work himself 
rather than giving it to an employee. 
He is a keen judge of the people who 
ask him for credit and makes allow- 
ances in down payment and interest 
rates when customers look like good 
risks. He prefers to be paid on a 
monthly basis and is wary of any 
time payment that stretches beyond 
36 months. He handles his own col- 
lections and usually is paid at his 
place of business. He has enough re- 
possessions to make it a nuisance 
but he is not likely to follow them up 
legally in order to collect deficits. 
That’s a composite picture of most 
of the dealers who answered EM 
WEEK’s survey. Now look at some of 
their specific answers to credit prob 
lems. 


Credit and profit go hand in hand for 
the majority of dealers. The majority 
said they wouldn’t even be in busi- 
ness today if he didn’t have credit 
facilities. However, most don’t use 
credit as a competitive tool: Only 
37% indicated they had ever beaten 
competition on the basis of a credit 
deal. Although a great majority said 
credit allows them to trade up cus- 
tomers where they normally couldn’t 
on a cash deal, fewer than half ad- 
mitted extending the time for pay- 
ment when a customer has a limited 
amount available for payment. 


Credit sales yield bigger prices and 
more profit according to the majority. 
While only 4% got their best price 
on cash sales, 49% said they got 
the biggest retail price on credit 
sale. By the same token, 46% claimed 
they got the most profit on credit 
sales as against 14% who did better 
on cash sales. In addition, 47% said 
they make extra profit on credit 
sales. The average extra profit on 
credit deals was about $14.60 with a 
full 11% of respondents saying they 
made as much as $30 and over on 
the average deal. 

The majority of dealers had to in- 
cur extra expense in order to extend 
credit. In an average month, the big- 
gest group said their total expense 
for extending credit was between 
$10 and $49. The next biggest group, 
20%, reported total monthly costs at 
$100-$199 while 15% said they could 
get by with less than $10 per month. 


Half of sales of $100 or more were 
charged to open accounts with 32% 
being made on a cash basis and 18% 
on credit deals with time payments. 
An “open account” was considered to 
be net-30-days by 48% of dealers 





Estimated Income Of 
Credit Customers 


Income Per Cent 
under $3,000 6 
$3,000 - 3,999 23 
4,000 - 4,999 30 
5,000 - 5,999 aoa 
6,000 - 6,999 12 
7,000 - 7,999 2 
8,000 - 11,999 2 
12,000- 15,999 1 
16,000 - 19,999 — 
20,000 and over 1 


Estimated Income _ of 
Cash Customers 


Income Per Cent 
Under $4,000 6 
$4,000 - 4,999 16 
5,000 - 5,999 20 
6,000 - 6,999 23 
7,000 - 7,999 17 
8,000-11,999 14 
12,000-15,999 4 
16,000 - 19,999 — 
20,000 - 23,999 — 
24,000 and over — 
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Buyer Credit 


and net-60-days by 21% of the deal- 
ers. Net-90-days was the requirement 
listed by 27%. Of those doing busi- 
ness on open accounts, 45 was the 
average number of days outstanding. 
Credit check, employment record and 
credit references were the standards 
most often cited by dealers for new 
customers desiring an open account. 
For old customers who desired to ex- 
pand the capacity of their open ac- 
count, payment record was the most 
important factor. 

Two-thirds of the dealers said they 
do not charge interest on overdue 
open accounts. Of those who did 
charge interest, almost half set the 
rate at between 1% and 1.5%. An- 
other third put the interest rate at 
under 1%, with the rest charging 
between 1.6% and 7%. Half of those 
charging interest said it just about 
took care of the expense of carrying 
open accounts. A_ small number, 
about 6%, said it more than took 
care of carrying open accounts while 
the rest, 44%, said it doesn’t even 
begin to pay for the cost. 


Who finances credit deals? On this 
question EM WEEK got some dupli- 
cated results. The bank was used as 
a credit agency at some time by 62% 
of the dealers. Finance or acceptance 
companies (GMAC, GECC, Redisco, 
etc.) were used by 57%; 69% of the 
dealers financed credit themselves at 
some time. The three kinds of financ- 
ing arrangements accounted for 
about equal portions of the total, 
with finance or acceptance companies 
and banks totaling 34% each and 
self-financing slightly lower at 32%. 


What determines who finances a sale? 
The dealers said the credit rating of 
the consumer is the most important 
consideration. Next most important 
is the consumer’s preference. The 
amount of the total sale and the 
amount of the down payment was 
cited by 12% of the dealers and the 
length of time involved was men- 
tioned by 10%. Bank financing was 
preferred by 10% of the dealers 
whenever possible while another 6% 
said they preferred banks or finance 
companies whenever a long term 
deal was involved but would take 
care of it themselves on short term 
deals. 


Down payment requirements on bank 
and finance company deals were sim- 
ilar. Majority of both types called 
for 10%-14% of purchase price. Re- 
quirements were generally higher 
for banks, however, with 37% of 
dealers asking percentages above 14 
on bank deals against only 12% 
of dealers asking like percentages on 
finance company arrangements. Deal- 
ers cited 24 months as the usual time 
period for bank credit. A year and 
18 months, respectively, were the 
next most usual. Two years was also 
most usual for finance company ar- 
rangements, but 18 months was more 
usual than 12 months for this kind 
of deal. 

The maximum time allowed by 
most dealers on bank financing was 
24 months, but a great number, 25%, 
said they allowed 36 months. For 
finance companies, most dealers said 
they allowed a 36-month maximum. 
A smaller number indicated they al- 
lowed only a 24 month maximum. 
Typical minimum time allowed for 
bank deals by most dealers was six 
months with three months next. The 
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same pattern prevailed on minimums 
for finance companies. 

The largest number of dealers, 
37%, said that 7%-8% was the an- 
nual interest rate on bank credit, 
with 9%-10% and 4%-6% following 
closely. It was a different story on 
finance company deals, though, with 
79% of dealers indicating 9%-12% 
as the usual annual interest terms. 
Monthly interest on bank deals was 
about evenly split between 4% and 
under and 5%-8%. The same was 
true on finance companies’ with 
slightly more being in the 4% and 
under range. However, monthly in- 
terest rates in the 9% and over 
range were much higher with finance 
companies than they were with 
banks. The majority of dealers post- 
ed no carrying charges on either 
bank or finance company deals. When 
there were carrying charges, they 
were usually quite high. Carrying 
charges of over 5% were charged by 
16% of the dealers on bank arrange- 
ments and 11% of dealers on finance 
company deals. For both types of 
financing the paper involved was 
generally recourse, although non- 
recourse deals were made more fre- 
quently with finance companies. 


Paper work was usually shared with 
the finance company or bank. About 
half the dealers said that they do 
some of the paper work but that the 
bank or finance company does most. 
Thirteen percent said the bank does 
all the paper work for them and 16% 
reported the bank does none. The 
finance company did all the work for 
6% of the dealers and none for 17%. 
About one quarter of the dealers 
said they did most of the work and 
the bank or finance company did 
very little. 


Most dealers had their own credit de- 
partment if they didn’t use bank or 





finance company facilities. Only 28% 
of dealers said they had their own 
credit man and 26% maintained a 
credit department. Of those who did 
maintain a full-time credit depart- 
ment, one or two employees was the 
usual size of the staff. Very big de- 
partments (over five employees) 
were reported 14% of these deal- 
ers. Some dealers solved the problem 
with part-time employees. In the ma- 
jority of instances one employee took 
care of the work. 

Dealers’ made a careful distinc- 
tion between “good” customers and 
“risky” customers when they financed 
their own credit deals. With “good” 
customers the usual down payment 
was 6%-10% and a fifth of the deal- 
ers said they required no down pay- 
ment. The majority allowed these 
preferred customers 24 months to 
pay and a healthy percentage allowed 
36 months. There was some variation 
in interest rates, with most charging 
9%-10% but almost as many using 
7%-8% or 4%-6%. In the great ma- 
jority of cases no carrying charges 
were made. 

“Risky” customers paid the full 
freight. Almost half the dealers de- 
manded a down payment in the 16%- 
29% range, and another third re- 
quired even higher payments. Only 
3% said they asked no down payment 
for this type of consumer. Dealers 
also penalized “risks” with shorter 
time allowances, but these penalties 
were not as-:great as down payment 
differences. More than half the deal- 
ers use 12 months as the ordinary 
time period and a substantial num- 
ber, 10%, allow only three months. 
There is quite a range in interest 
rates, but the majority of dealers 
charged the same rate for all cus- 
tomers, 9%-10%. Other interest 
rates for “risks” were just about 
split in popularity: 15% in the 4%- 
6% range, 19% at 7%-8% and 15% 
at 11%-12%. Carrying charges are 





not the rule even with the “risky” 
customer, but when they are applied 
they are steep. Over 5% in carrying 
charges was applied to “risky” cus- 
tomers by 15% of the dealers. 

A large majority of dealers, 88%, 
require monthly payments. Only 12% 
demand weekly payments. When 
asked what minimum down payment 
they would ever accept, most dealers 
said none, although probably keeping 
in mind the “risky” customer, they 
also said 10%. The majority said that 
36 months is the maximum length of 
time they would ever grant, but an 
almost equally large number set the 
maximum at 24 months. Surpris- 
ingly, 5% indicated they would never 
grant more than 3 months for pay- 
ment. 


Most dealers handle their own collec- 
tions. Most payments are made at 
the store with mail a close runner-up. 
Collectors are used sometimes by 
20% of the dealers and coin meters 
by only 2%. Of the 13% who don’t 
manage their own collections, most 
use a bank or finance company. The 
balance, about 20%, use a credit 
bureau or collection agency. Not 
many dealers use frequent (once a 
week) “in store payments” to build 
traffic. Of those who have, however, 
most report it has added on to the 
original sale. For instance, almost 
half said that they have added 10%- 
19% to the original sale through this 
device and 40% of the dealers said 
they have added from 20% to 40%. 


The average dealer had almost 15 re- 
possessions per 1,000 credit deals. 
A small number, 8%, said they had 
no repossessions while a fairly large 
number, 12%, indicated they repos- 
sessed over 31 items for each 1,000 
credit deals. About two-thirds of the 
dealers said they did not follow up 
repossessions legally in order to col- 
lect deficits. 
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SALES 
TOP'EM ALL! 
UP G77 


IF YOUR SALES AREN’T BIG ON THE UP SIDE, 
IT’S TIME TO SEE AND SELL EUREKA! 


PRODUCT IS WHY! —A full scope floor care line that never ~@ 


stops making news. Here’s the latest! New Eureka Prin- 2 
Kane , cess! Light weight. Loaded with power. FULL DEALER GET THE qr EUREKA LINE 
PROFIT. Low priced to compete hard! (Retail only $39.95) 











PROMOTION IS WHY! —Eureka booster action promotion EUREKA WILLIAMS CO., BLOOMINGTON, ILLINOIS 


picks up the slow seasons, tops off the big times. Gives 
you plenty to sell. Gives your customers plenty of rea- 





I‘m interested in your kind of action. What's the story? 





sons to buy! ; NAME 
a DEALER PROFIT IS WHY! — No rigged deals. No tricky pric: | = ADDRESS 
tiiane ing. No loaded packages you can’t sell. Eureka dealers > cnr ZONE STATE 
MODEL 702-a get a full step-up line of canisters, uprights, polisher- 


scrubbers with honest dealer profit in every model. 


Eureka Williams Co., Div. of National Union Electric Corp., Bloomington, Illinois 
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What Electrical Leagues 


Are Planning For 1962 


Key men in the electrical industry 
feel the potential market for electri- 
cal services and products has never 
been higher. They don’t think their 
product is going to sell itself, how- 
ever, and they have an ambitious 
agenda of new promotional schemes 
and training programs to keep the 
ball rolling. 

Over 90 members of the industry 
met recently at the 26th annual con- 
ference of the International Assn. of 
Electrical Leagues to discuss future 
plans. Most of the speakers agreed 
that the consumer market is far from 
the saturation point and that there 
is a need for better salesmanship. 


Electrical contractors are the key to 
expanding business in the residential 
market according to a leading indus- 
try figure. Sydney C. Blumenthal, Jr., 
past president of the National Elec- 
trical Contractors Assn. in Maryland, 
outlined NECA’s new contractor sales 
training program. “About 15,000 
electrical contractors are on the cus- 
tomer’s premises at the point of sale 
more often than any other industry 
representative,” he said. Accordingly, 
these training programs are divided 
into two parts: “How to sell’’—de- 
signed to convince the contractor that 
he has to have an adequate sales pro- 
motion budget—and ‘“‘what to sell’’— 
which shows him the immediate po- 
tential in house-power, lighting, heat- 
ing, electronics, modernization and 
maintenance. 


“Live Better Electrically”’ will spearhead 
the industry’s drive for more busi- 
ness in 1962. Albert V. Lowe of the 
Edison Electric Institute said this 
year’s program will provide a broad 
background for local promotional ef- 
forts of range, water heater, dryer, 
heating and cooling and Gold Medal- 


lion programs. House-power and 
lighting will be blended into the ad- 
vertising whenever possible, he em- 
phasized. Advertising will appear in 
such national magazines as “Reader’s 
Digest,” “Life,” “Saturday Evening 
Post,” “Better Homes and Gardens,” 
“American Home,” and “House and 
Garden.” 

Lowe pointed out that the Febru- 
ary issue of “Reader’s Digest” will 
carry an 8-page tear-out booklet in 
four colors to tell over 12.5 million 
readers about flameless electric house 
heating and air conditioning. It will 
contain explanations of five basic 
heating systems: Ceiling cable, base- 
board, wall panel, heat pump and 
electric furnace. 


The electric utility should take the lead 
in promoting the industry’s growth, 
according to C. Wesley Meytrott, 
Consolidated. Edison sales vice presi- 
dent. He said the utility is the logical 
choice to help the service shop, dis- 
tributor, contractor and dealer be- 
cause it has the manpower, the source 
of customer information and the 
“muscle.” As an example, Meytrott 
cited what Con Edison did when con- 
fronted with the small kitchens that 
were being designed for so many 
apartments. He said the utility played 
its ‘seductive music” before the lead- 
ing kitchen designers and they came 
up with kitchen designs that not only 
packed in a full array of modern 
electrical appliances, but actually pro- 
vided more room. Other promotions, 
he said, worked successfully with the 
electric range, the dishwasher and 
the two-door refrigerator-freezer. 
“We have proven that by working to- 
gether, with the utility company lead- 
ing the way, the electrical industry 
can get these slow starting items on 
the track and rolling,” he concluded. 





A Shortage 


Right now, the Japanese govern- 
ment seems to be squeezing its own 
local manufacturers out of the U.S. 
market for  six-transistor radios. 
That’s the observation of Samuel 
Frankel, president of the American 
Radio Importers Assn., who has just 
returned from a month and a half 
working visit to Japan. 

The government reduced six-tran- 
sistor export quotas and now most of 
the units must qualify for the infiexi- 
ble “C” category quota. Another 
fact: Most leading Japanese manu- 
facturers won’t even make six-tran- 
sistor radios for export—Toshiba and 
Sanyo are notable exceptions—be- 
cause there’s not much profit in them. 

The result of this situation: 
There’ll probably be a shortage of 
Japanese six-transistor radios in the 
U.S. this year. ‘““‘We can’t get enough 
of the sixes,”’ Frankel said, “‘because 
fewer six-transistor radios are being 
exported by Japan.” 

(Eight-month figures on Japanese 
exports to the U.S. show that radio 
receivers with three or more tran- 
sistors are already running 8.73% 
behind last year’s comparable period. ) 

Some of the shortage may be alle- 
viated by turning to the manufac- 
turers in quota-free Okinawa and 
Hong Kong. 
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Of Radios? 


The future of the Japanese radio busi- 
ness does not lie with the six-tran- 
sistor radio, Frankel believes. 

His answers: Part diversification 
and upgrading, part new products. 

“The six-transistor radio is a sta- 
ple,” he explained, “good for quick 
turn-over, but small profits. But we’re 
all trying to trade upward—AM-FM 
radios, straight FM, clock radios, 
tape recorders, transistorized porta- 
ble phonographs.” 

Frankel even sees a future for Jap- 
anese television here. “I understand 
the picture tube is a bottle neck right 
now,” he said. 

Japan has a permanent, steady 
market in the U.S. for its electronic 
exports, Frankel believes. 


Are the Japanese worried about retain- 
ing a share of the U.S. radio mar- 
ket? “You must remember that the 
American market is very important 
to Japan,” pointed out Frankel, “and 
that they are always anxious. 

“The general attitude is that they 
want to hold the market. They don’t 
want to rile groups like EIA (Elec- 
tronic Industries Assn.) or OCDM 
(Office of Civilian and Defense Mo- 
bilization). The Japanese government 
is doing its best; I think it’s not a 
bad job.” 
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| APPLIANCE-TV 


WHIRLPOOL HAS HIKED FACTORY PRICES 3% to 5% 


on its 1962 refrigerators, laundry equipment, 
air conditioners, ranges and other appliances. 
Elisha Gray II, board chairman, said the in- 
crease marks the first reversal of a downward 
spiral which has lasted for several years. ‘““We 
long ago ran out of ways to make substantial 
cost reductions through improvements in tech- 
niques,” Gray said. ““Now we have reached the 
point where prices must be restored to higher 
levels if we are to provide for the future.” 


NEW FROM SONY ... Three transistor radios: A six- 


transistor portable (TR-630) for $24.95, an 
AM-FM transistor table model with walnut 
cabinet (TFM-122) for $129.95, and a 7-tran- 


‘sistor pocket unit (TR-730) going for $39.95. = 


OLYMPIC ADDITIONS... A 23-inch TV combo (3K119) 


with AM-FM and stereo phono for $349.95 and 
an AM-FM stereo phono console (1765) for 
$199.95. © 


A DUMONT DROP-IN .. . A 23-inch French provincial 


lowboy, the Champlain, with fruitwood case and 
tambour doors. Price: $420.00, or $520.00 with 
wireless remote. ® 


NATIONAL ELECTRIC WEEK will be observed for the 


seventh consecutive year next February 11 
through 17. The theme for the observance will 
be “Electricity Powers Progress.” Utilities, dis- 
tributors and dealers who want to build pro- 
motions around National Electric Week can ob- 
tain information about materials available from 
the National Electric Week Committee, 407 N. 
8th Street, St. Louis, Mo. * 


PRODUCTION OF ZENITH COLOR TV SETS will probably 


hit the scheduled 25,000 units by the end of the 
year, Hugh Robertson, board chairman, told a 
special stockholders meeting last week in Chi- 
cago. Zenith’s financial and sales picture is rosy, 
too. For first nine months, consolidated net 
profits were running 15.7% ahead of last year’s 
comparable period; factory shipment and sales 
to dealers of B&W television and radio were 
at all-time company highs. @ 


MONTGOMERY WARD IS SELLING FALLOUT SHELTERS 


through some 450 of its retail outlets. Specifica- 
tion sheets and ad mats were sent out recently. 
Priced from $395 to $559, the three styles— 
free standing, corner model and flat-wall—are 
all do-it-yourself types. Approved by the Civil 
Defense Administration, shelters house six per- 
sons. A source at Ward’s stated “We are not 
out to scare the public nor make a fast buck. 
We have had many customers come into our 
stores and ask about our plans for shelters. If 
the public wants them, we now have them.” 
Accessory equipment such as water containers, 
pumps, ete., are also available. » 
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What Claims Can You Make 


For Negative 


Will negative ions cure hay fever, 
sinusitis or asthma? Are they ef- 
fective against athlete’s feet or the 
hang over? 

According to Dr. I. H. Kornblueh, 
secretary of the American Institute 
of Climatology, about all that anyone 
can really claim for the negative ion 
generators now on the market is 


lonization? 


their knowledge on negative ions. 
Here’s what some of them said: 


Increased working capacity can be the 
result of negative ion therapy ac- 
cording to a Russian scientist. The 
Russians had two groups of male 
athletes following the same athletic 
training program for 30 days. One 


tain clothing emits negative ions 
when in contact with the skin. The 
cloth can affect certain disorders. 
He claimed that persons wearing 
“negatively charged underwear” can 
experience an “analgesic effect on 
the pain of neuralgia, rheumatism 
and certain nervous disorders.” 


Official recognition and endorsement 
of negative ions and ion generators 
by the American Medical Assoc. 
might take some time, a scientist 
at the Conference told EM WEEK. “In 
spite of what seems to be proof of 
the benefits of negative ionization” 


The FTC Vs. 
A Hearing Or 


Right now it’s anybody’s guess. 
The latest episode in the three-year 
case of the Federal Trade Commis- 
sion vs. the Chicago housewares man- 
ufacturer for “paying discriminatory 
advertising allowances to favored 
customers” ended in Chicago last 
week without much being settled. In 
fact, Sunbeam has yet to present its 


that they will relieve the symptoms 
of hay fever for most people. It’s 
the doctor’s opinion that today’s ion 
generators don’t emit enough nega- was finished, the Russians found 
tive ions to do much more than that. that those receiving the negative 
ions performed 12% to 14% better 
than those who didn’t get them. 


Kornblueh gave his opinion 
to a group of almost 200 scientists 
who attended the International Con- 
ference on the Ionization of the Air 
which was held in Philadelphia on with negative ion therapy. That’s 
16 and 17. But that’s not the what four American researchers re- 
whole story on negative ions. Deal- ported in their paper. “Negative ion 
ers who have bought and are selling therapy,” they said, “can be recom- 
ion generators shouldn’t feel dis- mended for the symptomatic relief 
of asthma, bronchitis and allergic 
rhinitis, when a reliable source of 


couraged. Dr. Kornblueh emphasized 
that his statement reflected only his 
opinion on today’s ion generators an abundance of negative ions can 
be assured for seven to eight hours 
over a period of at least five days.” 


and that there is definitely a bright 
future for the negative ion. 
Twenty-five scientists from all over 
the world presented papers which 
reported their latest findings and be relieved with negative ions. 
summarized the present state of French scientist reported that cer- 


EM WEEK 


REPORTS ON 


he explained,” a lot more must be 
done before the AMA will give nega- 


group received 15 minute exposures 
to high concentrations of negative 
ions every day. When the experiment 
endorsement. Negative ions still rep- 
resent out-of-this-world stuff to the 


Respiratory ailments can be relieved 


Another researcher told EM WEEK 
that he felt the future for commer- 
cial ion generators was exceptionally 
bright. “The only real problem,” he 
said, “is getting ion generators on 


enough to benefit anyone. Most of 
the units sold today are nothing more groups: Those dealers—81 of them— 
than toys and don’t produce enough 
ions to do much of anything.” 


Muscular and nervous disorders can 


that will produce an amendment to the Clayton Act. 
negative ions sufficient 


side of the story. A source close to 
Sunbeam told EM WEEK that he felt 
ionization any recognition or the FTC was trying to make the case 
a trial by attrition. He feels that the 
‘FTC has had ample time to prove its 
AMA. When we can demonstrate case and that the government agency 
why negative ions have good effects 
on some people and little or no ef- 
fect on others,” he continued, “may- sufficient proof. Here’s the story: 
be the AMA will lend its approval 

ions and negative ion In March, 1959 the FTC charged that 
Sunbeam paid promotional allowances 
to some of its 250,000 retail custom- 
ers but did not make them available 
on proportionally equal terms to all 
other competing retailers, as required 
by See. 2(d) of the Robinson-Patman 


should either summon a final hearing 
or else dismiss the case for lack of 


The FTC claimed that Sunbeam 
divided its 250,000 retailers into two 


who buy direct from Sunbeam, and 
those who buy from a wholesaler who 





| HOUSEWARES 


“THE LOCAL DEALER IS THE MOST IMPORTANT FAC- 


TOR in the introduction of new items,” believes 
Philip Meyerson, president of U. S. Electric 
Supply Co., a New York area housewares dis- 
tributor. 

That’s why his firm ran a 1,000 line, three- 
quarter page ad in the New York World Tele- 
gram last week. The ad—the first of four in a 
series—listed the names of 67 dealer outlets in 
separate boxes. 

The ads pushed General Electric housewares 
and asked consumers to visit their local neigh- 
borhood dealer for demonstrations of G-E prod- 
ucts and “personalized service.” 

To qualify for the ads dealers were offered 
special deals. A $250 order for various small 
appliances (coffeemakers, blenders, toasters and 
can openers) bought a dealer listing in one ad 
of the series. 

If he ordered $400 worth of merchandise, a 
dealer was qualified for two ads. A $500 order 
qualified dealers for all four ads in the house- 
wares series. » 


DALLAS AND CHICAGO DEPARTMENT STORE SALES 


of housewares were up 11% and 6% in August 
compared with the same month last year, ac- 
cording to the Federal Reserve Board’s monthly 
report. Boston and New York stores reported 
sales gains of 2%. Department stores in San 
Francisco, Philadelphia and Cleveland reported 


sales were up 1%. Kansas City. St. Louis and 
Atlanta stores reported sales were down 3% in 
August. Richmond stores reported sales were 
down 1%. 

Inventories, compared with August of last 
year, were down in six districts: Boston inven- 
tories were down 7% ; Richmond’s were off 5% ; 
New York stocks were down 3% ; and Atlanta, 
St. Louis and San Francisco inventories were 
down 1%. 

Five districts reported inventory gains over 
August of last year. 

Inventories were up 4% in Dallas, 3% in 
Richmond and Philadelphia and 1% in Chicago 
and Kansas City. . . 


MACY’S HAILED THE UNITED NATIONS LAST WEEK with 


an around-the-world cooking demonsiration in 
its electric housewares department. Demonstra- 
tors dressed in the native costumes of ten differ- 
ent countries prepared national dishes and dis- 
tributed recipes. All kinds of food—from 
Swedish meat balls to Shish kabob—were in- 
cluded in the demonstrations. * 


A PROMOTIONAL PRICE TAG of $2.98 has been attached 


to Rival Manufacturing Co.’s deluxe wall-type 
can opener (regular list price: $3.98) to pro- 
mote the company’s new three-color merchandis- 
er. The 6-pack merchandiser displays three can 
openers in plastic bubble packs and stores three 
additional units inside the display. The unit 
(No. 272-6) is now available to dealers for 
$10.74. ® 
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Sunbeam Corp. 
A Marathon? 








buys from Sunbeam. The agency 
asserted Sunbeam gave the direct 
buyers special advertising allowances 
which the other 249,919 lower-volume 
retailers could not obtain. 

For example, the complaint reads, 
under “Sunbeam’s “Electric House- 
hold Appliance Assortment Plan,” a 
dealer making a minimum $750 pur- 
chase was given a 12% credit which 
he could use only for approved local 
newspaper, radio, television or cata- 
log advertising of Sunbeam’s prod- 
ucts. Since many sales are seasonal, 
Sunbeam permitted the credits to be 
accumulated until Jan. 31 of the next 
calendar year. With these accumu- 
lated credits, the plan pays a dealer 
up to 75% of his advertising costs 
based on the local open rates which, 
because of discounts, amounts to 
100% reimbursement to most adver- 
tisers. 

Many smaller Sunbeam dealers, the 
complaint continues, are unable to 
buy the minimum amounts required 
for direct shipment. These dealers 
would thus receive no payments what- 
ever for local advertising, the com- 
plaint alleges. The FTC complaint 
adds that many dealers have substan- 
tial aggregate yearly purchases and, 
if allowed to accumulate credits as 
their competitors do, could accumu- 
late enough credits to place substan- 
tial amounts of his type of advertis- 
ing. Instead, the complaint charges, 
they are given much less effective 
display advertising, which is often 
not suitable for their needs. 

Finally, the FTC claims that the 
81 retailers enjoyed additional favor 
over their competitors because of an 
extra 10% ad allowance which al- 
lowed them to sell Sunbeam’s prod- 
ucts at its “current suggested dealer 
cost” and make a profit. 


As things stand now, both sides have 
agreed to discuss outside the hearing 
room how to decide whether or not 
Sunbeam dealers actually compete 
against each other. The FTC claims 
they do and Sunbeam says no one has 
proved that. The burden of proof is 
on the FTC, and this is what they’ll 
be trying to resolve now—how to 
prove it. 

As mentioned earlier, Sunbeam has 
not yet—in all three years—present- 
ed its side of the case. Until the pros- 
ecution rests its case, Sunbeam will 
be forced to mark time. When Sun- 
beam does get its chance, the first 
thing it will probably do is attempt 
to show that the advertising plans 
the FTC objects to have not been in 
use at any time since the original 
complaint was issued. If and when 
Sunbeam is able to prove that, it will 
probably move for dismissal. 


An interesting sidelight of the hearing 
is its involvement with the Hood De- 
cision, which relates to the problem 
of whether or not customer lists (in 
this case names of dealers) are prop- 
erly considered trade secrets. The 
Hood Decision says they are not. 
Therefore, companies brought before 
the FTC can be forced to reveal cus- 
tomer lists. Sunbeam is fighting the 
Hood Decision now, because later on 
it might be forced to reveal large 
numbers of dealers and how much 
advertising payment each got. 
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Compact Power Tools Are Lightweight 
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Weighing 30-35 lb. each, the Compactool units 


can be plugged into any standard outlet. The 
aluminum tools are a circular saw, a four-inch 
jointer and a 10%-inch drill press, each with a 
suggested price of $79.99. 

Rockwell Manufacturing Co., Pittsburgh, Pa. 


Other New Products on Pages 17-20 





Infra-red Energy Keeps 
Foods Warm For Hours 


This Everglo food warmer keeps 
food “serving hot’? for hours. Food 
is placed under the unit’s infra-red 
energy field. A bracket is also pro- 
vided for custom mounting the warm- 
er beneath an overhead kitchen cab- 
inet. 

The warmer may also be used to 
defrost frozen foods. The vinyl-clad 
construction is available in decorator 
colors and carries a suggested retail 
price of $19.95. 

Valor Enterprises, Inc., P. O. Box 
26, Hazel Park, Mich. 





G-E’s All-Purpose Fan 


The company’s newest fan, an all- 
purpose model A103, carries a sug- 
gested retail price of $14.95. General 
Electric Co., 1285 Boston Ave., 
Bridgeport, Conn. 


Have Pepper Mill, Will Travel 


The Pockette pepper mill is avail- 
able in Stardust (silver on gold) or 
Aztec (green on black) and retails 
for $6.95. Olde Thompson, Monterey 
Park, Calif. 


Portable Baseboard Heater 
Requires No Installation 


The Equator portable electric base- 
board heater is 26 inches long and is 
equipped with a seven-foot cord that 
can be plugged into any 100 volt a.e. 
or d.c. outlet. Featuring 1000-watt 
all radiant heat, the unit’s heavy duty 
coil heats in less than 30 seconds. The 
six-pound heater, measuring 25x6x3 
inches, also has a safety tip-over 
switch. 

The suggested retail price is 
$16.95. 

Titan Sales Corp., 701 Seneca St., 
Buffalo 10, N.Y. 
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xpensive family shelter or a lar 
! Defense officials are prepa: 

In addition to advice onnecessary oonst 

ow you what you'll need in the way of a. 

peal filter. system, provisions and first aid facilities. Also, the 

Department of Defense will be glad to send you thei ree nee pamphlet 

entitled "The Family Fallout Shelter." And don't ak to take a look 

at shelter a in your area. — 
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The season Pe ro on leaves,. fun rides and fund 4 tee s is here. With 
community for yns and local charity drives now under eae. “the < \quan- 
tity of your mail will pick up and your doorbell will ring. You'll be 
faced with the question of how much to give and to whom. And the an- 
swer will rest only in financial ability and personal decision. But 
fund-raisers, other than those in your community, will be contacting 
you this fall, such as representatives from your alma mater. Herein, 
you—not as a citizen, but as an alumnus—will be confronted with a 
different question: What donation method should be used? Of the vari- 
ous methods, which is best? 

@ Contribution in the form of cash or check is the obvious one. How- 
ever, in recent years, a number of special plans have been tried to 
enable the donor to help his alma mater and ease his tax burden at 
the same time. This year, two of these seem to have gained widest 
support. In both, the mechanism used is the lifetime trust. 

e@ The first method involves setting up a trust. That, in effect, trans- 
fers part of your annual portfolio income to the college for a term 
of so many years. Not only do you help your alma mater and free your- 
self of tax on the donated income, but you can also (1) get a liberal 
lump-sum tax deduction, and (2) return the trust principal to your 
family at the end of the term. For example, a ten-year income trust 
will entitle you to an immediate lump-sum tax deduction equal to 29% of 
the total trust principal. 

@ The second method is a reverse of the first. The donor grants the 
principal to the college and retains the income during his lifetime. 
Using this method, you get an immediate tax deduction, again based on 
liberal IRS tables of value, and your heirs get an eventual reduction 
of your taxable estate based on the value of the trust property at 
the time of your death—even though the property may have increased 
greatly in value. 

Taking a look at the method hypothetically, say an individual who 
is in the 50% tax bracket donates $20,000. And he gets a lifetime 
income at, say, 4%, or $800 a year. In the year of donation, he's 
ent. “ed to a tax deduction of $9,600, based on Treasury Dept. actu- 
ariy ables. Since he's in the 50% bracket, he saves $4,800 in taxes 
—ti. nis real investment is just $15,200, and his actual return will 


be 5 - %. 
A aA iA 


Why store your window air conditioner for the winter? By leaving it in 
place, you can use it for circulating air in the room whenever the air 
becomes slightly dry or stale. Check to see if the filter needs re- 
placing, or washing. As for lubrication, if it's a recent model, it 
has a permanent lubricant, and oiling is unnecessary. 


AA A 


Apologies to all you West Virginians for leaving your fair state out 
of a recent Northeast fall foliage travel guide which appeared on this 
page. We were reminded of this inadvertent omission by Charles E. 
Hodges, managing director of the Charleston C. of C. 
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In an age where it is considered somewhat 
primitive, if not downright un-American, to pay 
cash, credit problems for appliance distributor 
salesmen can assume aspirin proportions. 

Getting the order nowadays pales in achieve- 
ment to getting the check. Selling is, in many 
ways, easier than collecting. And many appliance 
distributor men today sell credit more than the 
product, floor plans more than profit incentive. 

Appliance dealers have probably expended more 
sheer poetic imagination in dreaming up ways for 
not paying their bills on time than you could find 
in a 26-week television drama series (commercials 
included ). 

As a useful guide to wholesale appliance men 
who, on occasion, run around with a past-due list 
instead of a sales catalog in their hand, here are 
some of the slow-pay dealer types to watch out 
for. 


The Counter-Attacker: This dealer usually has a 
formidable array of counter-attack weapons in 
his arsenal which can deal a withering blow to the 
unsuspecting. “Sure I didn’t pay the bill because 
you still owe me for one set. When am I going to 
get it?” or “Where is the advertising authoriza- 
tion I was supposed to get with these washers? 
How can I pay you until I sell them and how can 
I sell them without advertising?” 


The Staller: Here the dealer gives the “soft-wall” 
treatment. He is hard to corner. He is just stall- 
ing for more time. Simultaneously, he tries to 
maintain pleasant relations. “I wish you would 
have your beekkeeper check this bill again. It’s 
still wrong. Send me another itemized statement.” 
(He has already received three.) 


The Honest-Joe Poseur: Very often this is the most 
disarming and, in many ways, the most effective. 

“T just don’t have the money right now,” is the 
usual refreshingly frank opening statement. This 
is usually followed by a recitation of personal 
woes. The eyebrows arch in an appealing way 
when a plea is made for “just a little more time” 
and an offer to take out a mortgage on the old 
homestead. 


The Wierdies: These are the dealers who come up 
with some of the zaniest experiences that rarely, 
if ever, happen to other people. 

“T got six TV sets, each one without a picture 
tube.” 

How come this was never reported seven 
months ago when the shipment was first made? 

“Reckon I just plumb forgot.” 


The Gasket-Blowers: This is the type dealer who 
bought 20 refrigerators to win a free trip to 
Honolulu and then, upon his return, with the 
glow of the Pacific sun still on his face, says: 
“Just ain’t got the dough for these boxes. Only 
way you’re gonna get paid is to take ’em back.” 

There are, of course, other types as well. How- 
ever, the ones with the lame, uninspired excuses 
like “I’ll send you a check next week” are fast 
disappearing. 

This type is being replaced by a more complex 
individual who speaks of “putting it through the 
bank” or “refinancing the entire thing” (what- 
ever that means). 

Maybe the big-money boys on Wall Street are 
right when they say that selling for cash is primi- 
tive and old-fashioned. All I can say is that while 
it may not be in tune with the jet age, it can goa 
long way toward preventing ulcers. 


ABOUT THE AUTHOR—The creator of this column 
is a well-known distributor sales manager, who, 
for obvious reasons, doesn’t want to be identified. 
His free-wheeling comments will appear here 
each month. 














serge en 

































































More About 


¥ 


) 

In a free, competitive economy 
it has long been axiomatic that the 
prices of goods are determined in the 
marketplace. When the quantity of 
goods brought to market exceeds de- 
mand, prices will fall; when the 
quantity of goods brought to market 
is barely sufficient to meet demand, 
prices will remain relatively stable, 
or will rise. These beliefs are funda- 
mental to free economics. 


The major problems facing our indus- 
try today all revolve, to a greater or 
lesser degree, around the whole con- 
cept of pricing. Up until recent 
years, however, pricing policies were 
determined on the historic princi- 
ples of demand and supply in the 
marketplace. It was not until the 
government began to exercise an ex- 
iernal influence on prices that trou- 
bles began. With the enactment of 
anti-trust legislation, resale price 
maintenance laws and, more recent- 
ly, the stepped up activities of the 
Federal Trade Commission in the 
matter of “deceptive pricing prac- 
tices,” normal competitive pricing 
practices have been subjected to se- 
vere strains. 


The current FTC pressures to induce 
both manufacturers and retailers to 
abandon the use of suggested list 
prices, and to substitute instead what 
they call “usual and customary 
prices” in a given trading area, is 
symptomatic of the chaos and con- 
fusion that can develop when the 
government seeks to exert arbitrary 
formulas on normal competitive mar- 
keting methods. Two important test 
cases are slated for decision within 
the near future. At the retailing 
level, George’s Radio & Television 
Company of Washington, D. C., will 
get a full-scale FTC hearing Novem- 
ber 7th on its appeal from a com- 
mission “cease and desist order” on 
alleged fictitious pricing practices. 
At the manufacturing level, Regina 
Corporation recently underwent ex- 
tensive commission hearings’ on 
charges that its suggested list prices 
were deceptive to the consumer and 
injurious to their competition. In the 
meantime, the commission has had 
under study a petition by the Gen- 
eral Electric Co. requesting an in- 
dustry trade practice conference de- 
signed to review and clarify, once 
and for all, the whole involved and 
complicated question of trade pricing 
policies. 

Obviously, this whole question of 
suggested list prices versus ‘usual 
and customary prices” involves so 
many imponderables that it would 
appear highly dubious that any hard 
and fast ruling will emerge. Prices 
vary at the manufacturing level; 
they vary with the number of mod- 
els in a maker’s line; they vary from 
market to market at the distribut- 
ing level; and they show marked 
fluctuations, to an even greater ex- 
tent, at the retailing level. All of 
the massive upheavals that have 
taken place in the past decade in 
retailing may be ascribed primarily 
to pricing policies. Indeed, the me- 
teoric rise of chain discounters 
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stemmed more from their ability to 
deliver lower prices to the consumer, 
than from any other single source. 
And if the FTC, in its Solomon-like 
wisdom, decrees that the lowest 
price to be found among any group 
of sharp-shooting discounters in a 
given market is to be construed as 
the “going price” in that market, it 
might very well be held responsible 
for the eventual business failure of 
thousands of small dealers unable to 
compete on that cutthroat level. 

If the commission is laboring un- 
der the delusion that it is protecting 
an innocent public from being col- 
lectively gouged by a bunch of gim- 
let-eyed swindlers, they ought to 
learn some of the facts of life. The 
fact of the matter is, that insofar 
as the appliance-radio-television in- 
dustry is concerned, the public never 
had it so good. We have been con- 
sistently building better quality and 
value into our products, despite the 
fact that the prices we have been 
getting for those products have been 
declining over the past few years. 
As Elisha Gray of Whir!pool point- 
ed out recently, refrigerator prices 
have been dropping steadily since 
1951, and are now 37% below the 
1949 base price index of the Bureau 
of Labor Statistics. Washing ma- 
chine prices have been dropping 
since 1957 and are now 9% below 
the 1949 base. Automobile prices, 
on the other hand, stand at 137% of 
the base, while most consumer goods 
average 128% of the base. 

In the meantime, the battle for 
the consumer’s dollar goes on relent- 
lessly. The public, far from being 
either ignorant or ‘‘deceived’”’ about 
the price wars being waged, are 
taking full and shrewd advantage 
of the situation. The so-called gulli- 
ble consumer whom the FTC is striv- 
ing so heroically to protect, is act- 
ually playing dealer against dealer 
and haggling with the dinesse of an 
Armenian rug merchant. If anybody 
needed protection it’s the poor 
dealer. His margins have been driven 
down, his selling costs have gone up, 
he is expected to provide service on 
goods that they haven’t even sold 
themselves, and his net profits have 
reached the vanishing point. He is 
the person the commission will hurt. 

It would seem high time, there- 
fore, that a top level conference 
along the lines of the G-E sugges- 
tion, should be held in the near fu- 
ture, and should include responsible 
elements of the appliance-radio-TV 
manufacturing, distributing, and re- 
tailing trades, together with all re- 
sponsible officials on the commission’s 
staff. 

The intricate and complex prob- 
lem of arriving at any predeter- 
mined set of pricing policies for an 
industry as heterogeneous as ours 
would tax the best minds of the Su- 
preme Court itself. It seems a pity 
that the handful of shoddy entre- 
preneurs whose con-man tactics got 
us into this mess in the first place 
might not be singled out, instead of 
subjecting an entire industry to gov- 
ernmental supervision of its day to 
day affairs. 
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Exclusive Emerson Poly-Lustre finish permanently 
protects the genuine hardwood cabinets. This 
Emerson exclusive feature PLUS superior perform- 
ing Emerson TV with Full Power Transformer 
Chassis make a combination that guarantees bigger- 
than-ever profits. Write, wire or phone your 
Emerson distributor today! 
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“Television waves travel in a_ straight line, 
madam—that is, they don’t follow the curvature 
of the earth .. .” 







































































“T can see it’s a dual purpose tube—it makes me 
a little poorer and you people a little richer.” 








“Did you say the GAL5 is gone?” 
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Window Display 


Make your store look like a real Christmas shopping center! All you do is add the 
Philco products. The Philco 4-in-1 Christmas Promotion Package includes unique 
Premium offer, Christmas Special Philco TV Console plus this 28 piece Christmas trim. 


ak LOOK WHAT YOU GET... 


1. Central Header Sign for the Spacesetter Desk (3 dimensional— 6. Full roll of 2% inch wide RED SATIN Christmas Printed Ribbon! 
in 9 brilliant colors) 

. Cut-out Boy that hangs on desk! 

. Colorful Santa Claus with real fiberglass beard and hair. 8. Full Dozen (12 pieces) of SCATTER HOLLY. 

. Multi-color SANTA and WREATH! 


. Feature Tags in the shape of cute Cut-Out MICE (not just a few 
but EIGHT different product-tailored tags per kit). 10. “Dancing Mice” for RECORD PLAYER Turnable! 


7. Full roll of 1 inch wide RED SATIN Display Ribbon. 


an &» Ww A 


9. Big Bag of PLASTIC SNOW. 


SORRY only one Christmas-Promotion-Package to a store! BUT . . . remember, you get the whole 
= = w thing, at one, fabulous, money-saving price. See your Philco salesman immediately! 
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UNIQUE PHILCO 
White Christmas 


CONSOLE TV 


A special, limited edition model—you can only buy it 
with the Philco Promotion Package—ONE TO A STORE! 
Beautiful, antique white Provincial in Genuine veneers 
and solids. Complete with brilliant VIVID VISION pic- 
ture, Philco’s patented COOL CHASSIS Construction, 
Illuminated Windowlite Channel Selector, Front Sound, 
Front Tuning. It’s loaded! It's lovely! It’s limited. See 
your Philco man NOW! 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


and the washer 







the story 














that also dries clothes 


...or how outdated ideas can 
hide new profit opportunities 


One dealer clings to the memory of an industry’s 
early problems on a new product . . . doesn’t realize 
someone solved them, thus is “blinding” himself 
to today’s new profit opportunities. The other... 
investigates, then accepts proof of performance, 
forgets outdated ideas and makes a profit. 
Hundreds and hundreds of dealers, today, have 
“investigated and accepted” the RCA WHIRLPOOL 
ULTIMATIC . . . the washer that also dries clothes. 
First, they found that the ULTIMATIC is truly a 
quality product, one they could sell with confidence 
. . confidence that it will fulfill their promise to 
customers of extra laundering convenience and de- 
pendability in operation. They quickly recognized 


it has the features women want... it has the 
advantages of a full-size, 10-lb. washer plus the 
advantages of a full-size dryer in one compact unit 
only 29” wide, 25” deep and counter high . . . no 
larger than a full-size washer alone. 

Then, they found that when the ULTIMATIC is 
on display and a woman is shown all the conven- 
iences of washing and drying automatically in one 
continuous operation . . . selling is easy. 

If you haven’t investigated the ULTIMATIC...do 
it now and you, too, will see its profit opportunities. 
It’s available in gas or electric models. Call your 
RCA WHIRLPOOL distributor for the complete story 
on the washer that also dries clothes. 


Join up! .. . it’s easier to sell RCA WHIRLPOOL than sell against it! 





<=> 








wa hinlsoot CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 





Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 





Use of tredemarts fy end RCA cvtherized by Wredemert owner Lodie Covperstion of Americe 
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FRIGIDAIRE 1962 Ranges, 
Refrigerators and 
| Air Conditioners 


Highlighting the 1962 electric range line is a 
compact 30-in. built-in range that installs easily 
and inexpensively, (RBE-530, undercounter 
d oven, and RBE-533, undercounter oven with auto- 
matic oven controls). It has 4 surface cooking 
units and can be mounted in any 33-in. cabinet 
or suspended from a 30-in. countertop opening 
between 2 base cabinets; has no back panel. 

In addition there are 13 free-standing, “Silver 
Anniversary Line” electric ranges in 30- and 
40-in. sizes. There are 5 models in the Super 
series (three 30 in., and two 40 in.) All have 
divided surface units except RS-10-62 and RSD- 
15-62, both of which have grouped units and 
feature automatic oven controls. 

Deluxe series of 4 models (two 30- and two 40-in.) 
feature divided surface units and automatic oven 
controls in the 30-in. models RD-38-62 and RD- 
89-62. RD-39-62, RD-20-62 and RDD-20-62 have 
pull ’n clean ovens; RD-20-62 has grouped sur- 
face units. 
Custom Deluxe, 40 in. RCD-71-62 has grouped sur- 
face units, automatic oven controls and 2 pull ’n 
clean ovens; so has Imperial RI-55-62. 
} In the Custom Imperial models RCI-39-62, 30 in. 
has divided surface units and all other features; 
RCI-75-62, 40 in., has grouped surface units and 
2 pull ’n clean ovens. 
New styling, refinements in Frost-Proof freezing, 
unique cabinet design and a step-up in usable 
food storage capacity highlight 1962 refrigera- 
tors. There are 14 basic models with capacities 
from about 9% to 15 cu. ft.; 5 have frostless 
freezing systems. Top model, FPI-15B-62, is a 
15-cu. ft., 2-door, Frost-Proof refrigerator with 
a big freezer at the bottom of the cabinet. 
Every 1962 refrigerator will hold at least 54 
lb., and some models up to 152 lb. frozen foods. 
Basic models are broken down into 1 Super 
model, S-10-62; 9 De Luxe conventional refriger- 
ating system models, D-10-62, 9.6 cu. ft.; DA-12- 
62, 11.6 cu. ft.; D-12-62, 11.63 cu. ft.; and D-14- 
62, 13.95 cu. ft.; 2 refrigerator-freezer models, 
FD-11-62, 10.51 cu. ft., and FD-13-62, 13.14 
cu. ft.; a 2-door refrigerator-freezer model with 
top freezer, FD-13T-62; and 2 Frost-Proof 2- 
door refrigerator-freezers, FPD-13-B, 13.33 cu. 
ft., with bottom freezer; and FPD-14T-62, 13.81 
cu. ft. Frost-Proof, 2-door with top freezer. 
Four Imperial models include FI-13T-62, 13.28 cu. 
ft., 2-door refrigerator-freezer with top freezer; 
FPI-13B-62, 13.33 cu. ft., 2 door Frost-Proof 
combination with bottom freezer; FPI-14T-62, 
13.83 cu. ft. 2-door Frost-Proof combination with 
top freezer; and FPI-15B-62, 14.63 cu. ft., 2- 
door Frost-Proof combination, bottom freezer. 
There are 8 food freezers (6 upright and 2 chest) 
with storage capacities from 11 to 20% cu. ft.; 
2 of the uprights, Deluxe UFPD-12-62 and Im- 
perial UFPI-17-62, are Frost-Proof. 
Room air conditioners for 1962 consists of 11 basic 
models with cooling capacities from 6,000 to 
19,000 Btus per hr. In addition there is a variety 
| of models for through-the-wall installation; 4 are 
115v units including a new high-capacity model 
with 9,500 Btus; 2 “All-Seasons” reverse cycle 
models, 1 with 8,600 Btus cooling and 10,500 Btus 
heating, the other with cooling and heating ca- 
pacity of 15,000 Btus. 
| Two budget-priced mobile dishwashers, DW-STE, 
9 place setting, top loading model and DW-DTE, 
12 place setting model are also announced as re- 
placements in the current line of 5 models. 
In the laundry line, 2 budget-priced washers, 
WCDA-62 a 2-speed, 2-cycle unit, and WDP-62 
an all-porcelain enamel “baby care” model; and 
2 new LP gas dryers, Deluxe DDG-62LP and 
Imperial DIAG-62-LP have been added. Frigid 
aire Div., General Motor Corp., Dayton, O. 
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Frigidaire compact 30-in. range 
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WASTE KING 
UNIVERSAL Gas Ranges 


Waste King Universal’s 3 top-of- 
line models, its 40-, 36- and 30-in. gas 
ranges, are being offered in “Autumn 
Tone” color in addition to white, it 
has been announced. 

The new copper-colored units all 
feature the Waste King Universal 
clock control, fully automatic oven, 
the “burner-with-the-brain,” the dou- 
ble duty burner and the smoke-proof 
broiler. 

A promotion and merchandising 
program to support introduction of 
Waste King Universal’s first depar- 
ture from traditional white free- 
standing household gas ranges is 
timed to capitalize upon the fall pro- 
motion of the American Gas Associa- 
tion entitled “The Great Autumn 
Sale.” Cribben and Sexton Co., Waste 
King Corp. subsidiary, 3300 E. 50th 
St., Los Angeles, Calif. 


RUS-LANG Speaker System 


A new principle of low frequency 
loading is employed in this 1-plus-2 
compact, wide range bookshelf speak- 
er system. 

Flexible cabinet end panels con- 
structed of stiff laminated materials 
and mounted on sponge rubber are 
utilized to extend low frequency re- 
sponse with an 8 db gain over con- 
ventional enclosures of the same size. 
This is achieved by using the back- 
wave energy of the speaker itself, 
the net result being an overall im- 
provement in the efficiency of the 
system while retaining the conven- 
ience of compact design. 

The 1-plus-2 speaker system con- 
sists of a deluxe extended range &- 
in. speaker in a sealed enclosure. The 
molded curvilinear cone with cloth 
surround provides greater compli- 
ance, lower harmonic generation and 
eliminates edge reflections. 

Speaker impedance is 8 ohms and 
power handling capability 20w con- 
tinuous program material. It has a 
6.8 Alnico V magnet, 1-in. voice coil, 
and a frequency range of 40-14,000 
cps. 

The enclosure is of oiled walnut 
934x18x91% in.; with white and gold 
grill cloth. 

Price, $34.95, Rus-Lang Corp., 138 
Hurd Ave., Bridgeport, Conn. 















HITACHI Transistor Radios 


Electronic fine tuning is a feature 
of 2 Hitachi, transistor portable 
radios, both of which receive for- 
eign and domestic short-wave sta- 
tions as well as the regular broad- 
cast band. 
No. WH817 and WH829 employ 8 
transistors, 2 diodes and 1 varistor 
in a specially designed circuit which 
provides R.F. amplification at antenna 
end to push-pull audio amplifica- 
tion at speaker end. Additional fea- 
tures include: wide-range ave con- 
trol; self-contained ferrite antenna 
with 8-stage telescopic external rod; 
earphone jacks for private listening; 
shortwave coverage on 2 bands from 
3.8 to 18 me for No. WH817 and on 
1 band from 3.8 to 12 me for No. 
WH829. 

WH817 also contains a special in- 





dicator which shows whether station 
has been accurately tuned in, as well 
as the condition of battery. This 
model also has a special dial lamp 
which illuminates tuning scale when 
button is depressed. Both receivers 
come in high impact plastic cabi- 
nets, with leather case; personal 
earphone and “long reach” antenna. 
Price: WH817 $79.95 and WH829 
$59.95. Sampson Co., 2244 S. West- 
ern Ave., Chicago. 








BRIEFS 


Weather-proof protection of mobile 
lighting is provided in the new out- 
door color wheels introduced by 
Steber for the Christmas season. 
They augment their complete line 
of indoor and outdoor holiday light- 
ing equipment for metal or flocked 
trees, entrances and outdoor displays. 
They come in 2 models, 1 with spike 
for mounting in turf, the other with 
a clamp pipe, fence, etc. Steber Div., 
2700 Roosevelt Rd., Broadview, Ill. 


Kitchen Maid offers a base cabinet 
which makes possible use of a sew- 
ing machine in kitchen. In its new 
iine of Superba Kitchens, cabinet 
allows machine to slide out and 
swing up into a handy working 
position. Kitchen Maid Corp., An- 
drews, Ind. 





Tape it easy! New Bett-O-Maric stereo tape car- 
tridge recorder is completely automatic — hands never 
touch tape. World’s easiest, most exciting to demon- 
strate. Just set cartridge in place, press button, record. 
Completely self-contained—stereo amplifier and one 
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Sell it easy! In-store display, demonstrate tape, and 
advertising materials furnished by BELL. Notice de- 
tails of display in photograph above. The BELL-O- 
Matic requires a minimum of counter space, a mini- 
mum of your time—practically sells itself. 
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Stereo! 


one speaker in lid, 
the other 
in base. 





speaker in beautiful brushed-aluminum case. Second 
speaker and two microphones in molded-plastic lid. 
Goes everywhere, stores anywhere—lightweight, com- 
pact BELL-O-Matic is smaller than a woman’s vanity 
case, weighs only 18 lbs. 





Sell it with confidence! The BeLL_-O-Maric is new 
—but already perfected. Tape mechanism and car- 
tridge used by schools, etc., for over a year. So we not 
only give the standard guarantee—we’ve extended 
our parts warranty to a full 180 days! 
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SYLVANIA Stereo Hi-Fi _ 
Consoles and Clock Radio 


Sylvania announces the introduc- 
tion of two new stereo hi-fi phono 
consoles and a new clock radio. 

No. 45C36 stereo console is equipped 
with an automatic 4-speed, intermix 
record changer with automatic shut- 
off and an 11-in. turntable. It has a 
20w peak power output; the cabinet- 
4 enclosed, 6-speaker sound system in- 
1 cludes two 10-in. bass and four 31%- 
in. tweeter speakers; cabinet dimen- 
sions are 32%% in. high, 42 in. wide, 
17 in. deep; and is available in wal- 
nut veneer in Danish modern styling 
and in cherry veneer in French pro- 
vincial styling. 
No. 55C36, has all features of above 
and in addition is equipped with a 
deluxe AM-FM tuner with provision 
for adding a multiplex adapter. It is 









Sylvania Stereo Hi-Fi No. 4536D 


also available in walnut veneer, Dan- 
ish modern, cherry veneer, French 
provincial. 

No. AK18 super deluxe clock radio 
provides 6-tube performance from 5 
tubes including 1 rectifier; it has an 
engraved circuit chassis; built-in 
AM loop antenna; 4-in. front mount- 
ed speaker; Vernier slide rule tun- 


Sylvania clock radio No. AK18 


ing. Other features include a Tele- 
chron timer with automatic on, sleep 
switch, buzzer alarm, appliance out- 
let and top snooze control. The 2-tone 
cabinet is color-molded plastic in 
metallic brown and beige. 

Sylvania Home Electronics Corp., 
sub. General Telephone and Electrics 
Corp., 254 Rano St., Buffalo 7, N.Y. 





TAPE IT’ EASY 


FOR NEW BUSINESS, NEW CUSTOMERS 


ELLO' MATIC 





STEREO TAPE CARTRIDGE RECORDER 


%* No other stereo tape recorder is so simple, so easy to use. 


* Best quality tape mechanism and cartridges proved in over 


one year's use in more than 5,000 commercial applications. 
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To sell, just demonstrate. To demonstrate, just 
set a cartridge in place, push a button. That’s 
how easy it is to record with the new BELL-O- 
Matic. And that’s why you'll see it double, 
triple the tape-recorder market. The utter sim- 
plicity of the BELL-O-Maric appeals to everyone 
... for home recording, for copying stereo records, 
broadcasts, other stereo tapes. It’s a natural 
“second set’? for present stereo owners. Also 
plays through existing stereo systems. 


First perfected device for stereo recording and 
playback on foolproof, self-storing tape cartridges. 
The new BELL-O-Matic’s tape mechanism and 
cartridges have been proved by over a year’s 
use in more than 5,000 commercial installations. 


Cartridges are made by Bel Canto, Scotch Brand, 
Audiotape, RCA -- available everywhere. Bel 
Canto and RCA also offer pre-recorded stereo 
tape cartridges. 

Styling and features make the price seem small. 
Beautiful brushed-aluminum case, molded-plastic 
lid. Versatile—records on 3” tape reels, too. Two 
speeds, 1% and 3% —up to two hours of stereo 
recording time. Yet the new BELL-O-Maric will 
retail for only $199.95, with free demonstration 
cartridge included. Monaural model, only $149.95. 


Strong promotion, including local, including 
you. Write for details. Bell Sound Division, 
Thompson Ramo Wooldridge Inc., 6325 Huntley 
Road, Columbus 24, Ohio. 


BELLO MATIC, 


TRW TAPE CARTRIDGE RECORDER 


ACEI, 


ALSO BELL STEREO COMPONENTS 





Thompson Ramo Wooldridge Inc. 


BEL CANTO STEREO TAPES 





CARRIER 1962 Air 
Conditioners 


Carrier announces 5 lines of Ray- 
mond Loewy styled room air condi- 
tioners for 1962 including a new se- 
ries of 7 budget-priced promotional 
units and a Ready Mount model of 
improved capacity and styling, ex- 
tending the line by 9 models for a 
total of 26. 

Through-the-wall and _ standard 
window mounting kits are available 
for all units, and expandable wing 
panels for quick, easy installation are 
available for 12 units (all models up 
to 14 in. in depth). 

The 5 lines include: 

Ready Mount, with or without sliding 
Mylar translucent wing panels in a 
12 in. deep cabinet; 115v; 6000 Btus; 
for bedrooms, motel rooms; it has a 
reduced sound level and a single on- 
off and thermostatic control. 

Cavalier, special promotional series 
for customers who need greater ca- 
pacity than Ready-Mount at minimum 
cost, includes 2 115v models with 
7000 Btu on 714 amps, or 8500 Btu 
on 12 amps; 208 and 230v units in 
same size casings produce 9000 Btu. 
Another 230v model has 96,000 Btus 
and 2 other models with 208 or 230v 
are available in larger 24 in. deep 
chassis which produce 14,000 Btu. 
The budget price is achieved by elim- 
inating exhausts and vents and by 
having 2-way air deflection instead 
of 4. They are thermostatically con- 
trolled and have 2-speed fans. 

The 6 Sceptre models are 14 in. deep, 
16 in. high and 26% in wide. 2 115v 
models offer a choice of 7000 Btu on 
74% amps or 9000 Btu on 12 amps; 
208 and 230v Sceptres have 9600 Btu. 
Viscount series in 24 in. deep casings 
offer 115v models with 8500 Btu on 
7% amps and 11,000 Btu on 12 amps. 
The 208 and 230v models provide 
either 13,000 or 15,000 Btus. The 
13,000 Btu model has a high efficiency 
rating of 7.8 Btu per w. Some models 
are available with Carrier’s new her- 
metic compressor, Micromite, which 
had less than one-half as many parts 
as its predecessors. 

Imperial model has a centrifugal evap- 
orator fan which handles 470 cfm.; a 
4-row condenser coil permits an out- 
put of 20,000 Btu with power con- 
sumption of 2900w. It is 24 in. deep, 
261% in. wide and 18 in. high. Scep- 
tre, Viscount and Imperial series fea- 
ture 4-day air deflection, exhaust and 
ventilation settings. 

Heat pumps include a Sceptre 
series in 115v without supplemental 
strip heat and a 230v model with an 
additional 5500 Btu of electric strip 
heat capacity. A Viscount series 230v 
heat pump gives 14,000 Btu of cool- 
ing and adds strip heat of 6200 Btu 
on heating. An Imperial heat pump 
provides 20,000 Btu cooling and heat- 
ing. All have automatic defrost. 

All models are rust resistant. Low 
noise levels indoors and out, are 
achieved by special Turbo-jet and 
Radiax fans, resilient rubber fan 
mountings and fiber glass insulation ; 
baked enamel finishes. Carrier Corp., 
Syracuse 1, N.Y. 






















































Carrier 1962 Imperial 
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GMC Trucks 

A powerful 305 cu.in. V-6 engine 
will power all GMC’s light and medi- 
um trucks for 1962. Among 5 engines 
in GMC’s V-6 gas engine family, the 
new 305’s combine improved fuel 
economy with increased hp. Another 
feature is the hood contour which has 
been lowered on all conventional cabs, 
adding a safe driving factor by pro- 
viding better road visibility. 

Many models, such as the 48-in. 
aluminum tilt cab models, 72-in. steel 
tilt cab units and 90-in. ““B” conven- 
tional models are being continued be- 
cause of their basic soundness of de- 
sign and their popularity. 

Parking lamps have been restyled 
to harmonize with sloping hoods, and 
are mounted directly in the hood 
panel. Truck interiors match exterior 
styling with a choice of 4 color-har- 
monized interiors, new instrument 
panels with printed electrical circuits, 
and directional signals, standard; 2 
types of seat fabrics are offered: a 
vinyl coated material for deluxe cabs 
and a woven nylon cloth with vinyl 
coated facings in custom cabs. GMC 
Truck and Coach Div., General Mo- 
tors Corp., 660 S. Boulevard East, 
Pontiac 11, Mich. 








DODGE 1962 Delivery 
Trucks 


In its recently introdiced 1962 line 
of trucks, Dodge features a compact 
14 ton, forward-control delivery unit 
which provides maneuverability and 
a short turning radius for opera- 
tions in congested urban areas. 

Featuring a 104-in. wheelbase and 
a maximum gross vehicle weight rat- 
ing of 5100 lb., it is available with 
either Dodge’s Inclined 6-cylinder 
gasoline engines, the 225-cu. in., 140- 
hp model, or the 170- cu. in. 101-hp 
version. 11 gasoline engines from 
101 to 228 hp are offered (4 6-cylin- 
der, 101 to 140 hp and 7 V-8’s, 178 
to 228 hp). 

The 1962 Dodge P-100 forward-con- 
trol unit shown has a 3-speed trans- 
mission as standard. 

Contemporary styling is featured 
in the entire truck line with em 
phasis on increased driver comfort 
and handling ease, ‘mproved onrera‘ 
ing economy and greater rel‘abi‘lity 
and durability. The Inclined 6-cylin- 
der engine makes it possible to main- 
tain a low hood height and maximum 
accessibility into the engine com- 
partment, and is standard on the 
P-100. Dodge Motors Corp., Detroit 
31, Mich. 
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KRAEUTER Plier 


CG5627 plier is designed to strip 
TV twin-lead wire. Cutting edges 
of right angle jaws are placed be- 
tween twin lead so as not to cut the 
stranding; a quick jerk on pliers 
strips off all insulation. Kraeuter & 
Co., Inc., 585 18th Ave., Newark, N.J. 





YEATS Dolly 


Yeats No. 7 dolly is now available 
in Deluxe No. 14 that has 2 straps 
and ratchet assemblies. Second strap 
assembly located near bottom of dolly 
provides extra security and keeps the 
appliance from shifting. This is espe- 
cially suitable for moving equip- 
ment up or down stairs. 

Deluxe Model No. 14 has such fea- 
tures as aluminum I-beam construc- 
tion with curved cross members for 
round water heaters and washers; 
conveniently placed side and top hen- 
dles; roller bearing wheels; perma- 
nently lubricated step glide belts; 
and heavy felt padding covering face. 

The light aluminum construction 
keeps weight to 40 Ib. 

Price: $79.50. Yeats Appliance Dolly 
Sales Co., 2124 N. 12th St., Milwau- 
kee 5, Wise. 








‘“TODAY'S TOASTERS PUT THEIR BEST FACE FORWARD" 
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TOASTMASTER 




































NEW 
DESIGN 


Concave styl- 


shape, dis- 
tinguishing 
gold color 
control panel 








SENSATIONAL NEW SELLING FEATURES! 


er Peppa EY sont 
CONTROLS 


‘Up front" 
where they 
belong. 
Equipped 
with handy 
new toast re- 
lease lever 









NEW 
FINISH 


Rich, satin- 
finish chrome 
front and 
back, highly 
polished 
chrome top 
and ends. 


PLUS NEW “CURRENT- FREE" CHASSIS Completely eliminates the possibility of accidental electrical shocks. No 


current flows through toaster when not in use, even though it remains plugged into electric outlet. A great new safety feature! 
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CASWELL SPEARE pus tisHer 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., Rl. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17. Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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New Store for Rent—Fxcellent for electric 
appliances and repair. In Skokie, [llinois. 

No such store in vicinity now. Ed 4-5002. 
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THE "1962-NEW” 





TOASTER LINE! 


A great new selling opportunity for distributors and retailers! Beginning 


today, every household in America becomes a potential toaster customer again! These magnificent new 


Toastmaster toasters will be seen, admired and bought by newlyweds, by older established families and, 


of course, for gifts. Think of that tremendous sales potential! And it’s all yours. Order now and order in 


quantity from your Toastmaster distributor. Call, write or wire today for earliest possible delivery! 
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TOASTMASTER® 


TOASTERS TO BE INTRODUCED NA- 
TIONALLY BY A CAMPAIGN OF FULL 
PAGE FULL COLOR ADS IN LEADING 
NATIONAL MAGAZINES. 
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* Recommended Retail Prices 





Quality is a Toastmaster tradition 
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“TOASTMASTER”™ is 


a registered trademark of McGraw-Edison Company, Elgin, Ill. and Oakville, Ont 
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WOODBLEND HALOLIGHT 
SURROUND LIGHTING IS 
EXCLUSIVE ON 
PICTURE -COMPUTER 
TV BY... 
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GENERAL TELEPHONE 
& ELECTRONICS & 
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THE OTHER SIDE OF CHAPTER Xl... 
CHAPTER XIil! TELLS YOU HOW TO 


Collect From Customers 
Who Go Broke And 
Declare Bankruptcy 


How can the average appliance dealer protect 
himself against customers who “go for broke?” 
One of the nation’s top bankruptcy experts, Fed- 
eral Referee Ray H. Kinnison, who yearly hears 
thousands of wage-earner cases in his California 
court, tells you how to go about collecting .. . 
from customers who “go for broke.”” How can you 
collect once an account throws off his debts—your 
electrical appliance bill among them—through the 
too simple expediency of self-declared insolvency ? 

The bad news—when it comes—usually arrives 
in your morning mail: A free-franked envelope, 
imprinted “United States District Court” and in- 
side, a mimeographed, coldly official, ‘““Notice of 
First Meeting of Creditors.” 

One of your accounts—a wage-earner—has filed 
a petition for voluntary bankruptcy. He has de- 
clared himself insolvent. He has petitioned the 
federal court to be freed of his burden of indebt- 
edness, your bill included. And, as legally he must, 
he has listed you as a creditor. Routinely, the 
Bankruptcy Referee has notified you—invited you 
to file your claim for money due and, if you wish 
and have the grounds to do so, file “Objection to 
Discharge” and to be present in Federal Court 
during the bankrupt’s first hearing. 

Your first reaction, typical, is anger. That a 
customer, perhaps one to whom you’ve shown 
leniency despite his tardiness to pay, should have 
taken the “easy way” out, raises your hackles. 

Your second reaction is likely to be more forth- 
right—and resigned. Summoning your bookkeep- 
er, you hand him the Court’s newly arrived “bad 
news,” tell him, “Look up Mr. X’s account... 
he’s gone bankrupt.” 

Minutes later, Mr. X’s sheet is on your desk. 
He owes $150.45 . . . and has for more than four 
months. Twice he’d promised to pay. And twice 
you'd delayed turning the account over for collec- 
tion. 

Now, resignedly, you turn to your bookkeeper 
and shrug, “Might as well write Mr. X off... 
no use even trying to collect from one of these 
bankruptcy actions .. . it’s $150 gone down the 
drain.” 

In fact, however, it needn’t be. Sometimes, par- 
adoxically, it’s easier to collect in full from a de- 
clared, rather than undeclared, bankrupt. Easier 
after than before he’s filed formal and legal ad- 
mission of insolvency. 


WHY YOU SHOULD FILE A CLAIM 


Thousands of appliance retailers and millions 
of retailer-owed dollars are lost every year simply 
because retailers, like most creditors, throw in 
the sponge right along with the bankrupt. They 
assume, often incorrectly, that the wage-earner 
bankrupt, unlike the corporate or company insol- 
vent, is totally devoid of assets. Worse, they as- 
sume that merely filing a petition of bankruptcy 
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By Federal Referee RAY H. KINNISON 


Referee in Bankruptcy 
U.S. Federal District Court 
California, South District 


As Told To JAMES JOSEPH 


by an individual forever slams shut the door to 
collection. Yet case after case has proved both 
assumptions wrong. 

Consider wage-earner Harry G., an admitted 
“no assets” petitioner who recently appeared be- 
fore me. Mr. G., an unemployed machinist mired 
deeply in debt (mostly through credit-buying), 
came into court admitting nearly $1,400 in un- 
secured debts (including $145 owed an appliance 
retailer) and more than $10,000 worth of “‘se- 
cured” obligations (debts secured by mortgages, 
conditional sales contracts and other legal papers 
or redeemable property). Mr. G., legally speaking, 
was a “pauper” (the Court permitted him, in fact, 
to pay the $50 Bankruptcy filing fee in four $12.50 
installments). 

Notices, routinely, went out to Mr. G.’s two- 
dozen creditors. Each was invited to file claims 
for money which Mr. G. freely admitted he owed. 
Only two creditors—and that’s more than usual 
in so average a wage-earner bankruptcy case— 
took the trouble to file a “Proof Claim” form with 
the Court. The others simply wrote Mr. G.’s debt 
off as “lost” and let it go at that. 

Yet the Court found that, indeed, Mr. G. had 
assets—a home which, despite its mortgage, net- 
ted $15,000 when sold by order of the court- 
appointed trustee. 

Before the case was closed, and Mr. G. legally 
“discharged” from his obligations, every “‘cred- 
itor of record,” those who had taken time to con- 
firm the indebtedness, were paid in full, 100% 
on the dollar. 

What of the others—those who didn’t bother 
filing a claim? They got nothing. 

More ironical—but legally proper under the law 

was that with all “creditors of record” paid in 
full there still remained a surplus of $726.47. 
This money was returned to the bankrupt since 

legally—there were no claims against it. 

The appliance retailer to whom Mr. G. owed 
$145 failed to file claim, and received not a penny. 
Not only that, but the debt was legally wiped out 
(a debit on the retailer’s books). It could as eas- 
ily have been a credit. 

Can you, a creditor, collect when a wage-earner 
customer (and debtor) goes into court to un- 
burden himself of bills, including the one he owes 
you? 

Often—more often than you may imagine- 
you can, if a customer, like Mr. G., is classed a 
“no asset” case by the Court. Not every case, ad- 
mittedly, turns up $15,000 equity in real estate. 
Regardless, you can usually find some assets 
often enough to cover your bill—if you claim 
them. 

Put in a claim for what’s owed you and you 
may collect in full. Why ? Because, having assessed 
a debtor’s assets, the court doles them out among 
“creditors of record,” those who’ve made claim 
for payment. Non-claimants usually get nothing. 
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And nine out of 10 creditors neglect to file their 
due in wage-earner cases, figuring erroneously 
that there are no assets. 

Result: the one creditor who does, often col- 
lects in full. 

Moreover, if you possess substantial proof that 
a customer is concealing assets or property, or 
otherwise seeking to defraud you and fellow cred- 
itors, you can (though usually you’ll need legal 
assistance to do it) “contest” his right to a “‘dis- 
charge” from the debt he owes you. To “contest,” 
you file an “Objection to Discharge’’—the filing 
fee is $10—and present your evidence at a special 
hearing called to weigh your specific “objections.”’ 


HOW CHAPTER XIll CAN HELP YOU 


An even more fruitful course: Urge the de- 
clared bankrupt to work out his debts voluntarily 
under the Bankruptcy Act’s Chapter XIII—an 
even more popular debt-consolidation plan where- 
by the debtor each week turns over a portion of 
his paycheck to the court for distribution among 
creditors. 

Although a federal referee can’t compel a debt- 
or to file under the Act’s Chapter XIII, he may 
throw his judicial weight behind the plan. And, 
in fact, the administrative branch of the federal 
courts has, in recent months urged Referees to do 
just that: Lay the ground-work, wherever feasi- 
ble, for debt-consolidation and gradual repayment 
rather than grant the traditional “discharge’”’ 
from bankruptcy. 

In one U.S. federal court district (Northern 
Alabama) more than 85% of wage-earners filing 
for bankruptcy last year were persuaded, as often 
by creditors as by the presiding judge, to repay 
their indebtednesses under the Chapter XIII 
wage-earner plan. Hundreds of Alabama retailers 
are receiving payments rather than writing-off 
the bills as “‘uncollectable.” 

The Chapter XIII repayment plan is not, legally 
speaking, bankruptcy. Morally, it carries none of 
bankruptcy’s social stigma. And in about 90% of 
cases, it works out successfully for creditor and 
debtor alike. 

Surprisingly, few wage-earners and even fewer 
potential creditors know of this court-supervised 
repayment plan. Increasingly however, it is being 
pressed into use as a kind of compromise between 




















undeclared insolvency and legal discharge from 
debt. 

Whether a wage-earner should be advised to 
use a Chapter XIII plan rests squarely on the 
financial facts. In my own court, I recommend 
Chapter XIII repayment, if the bankrupt can 
reasonably set aside enough of his paycheck every 
week over a two to three year period. to repay 
all or most of his obligations. 

Under the Chapter XIII plan, the court, while 
staying any attachment by creditors or other 
legal actions to collect, in effect assures slow-but- 
sure repayment. The alternative is legal bank- 
ruptcy, the wiping out of existing non-secured 
obligations. 

For under our present Bankruptcy Act, the 
presiding judge, unfortunately, has no middle- 
ground choice. He must either grant a full dis- 
charge from debt (as sought by the wage-earner 
bankrupt) or deny altogether the bankrupt’s peti- 
tion (and such denial, a rarity, must be based on 
evidence of fraud or the like or upon the basis of 
a legally invalid filing). 

Thus, at least three avenues are open to the 
retailer who finds himself the declared “creditor” 
in a wage-earner bankruptcy action. 

e Claim what’s owed you—and you stand a con- 
siderably better chance than you may suspect of 
recovering some, if not all, of the debt. 

e Persuade the bankrupt to repay under the 
Bankruptcy Act’s Chapter XIII debt-consolida- 
tion plan—used last year by nearly 10% of wage- 
earners filing for bankruptcy. 

e File legal “objections” to a customer’s dis- 
charge from debt—if you have evidence that he is 
concealing assets, has falsely stated his financial 
condition when seeking credit or, for example, 
has within the last six years filed for bankruptcy 
(legally, six years must elapse from the date of a 
previous bankruptcy petition before a_ self-de- 
clared debtor may again file). 

Recently, for example, a creditor in filing his 
“Proof of Claim’ form, scribbled as an after- 
thought, “This man filed similar bankruptcy ac- 
tion two years ago in Illinois, according to our 
records.” 

The retailer’s records, my trustee found, were 
correct. The wage-earner’s petition was invali- 
dated and he left the court carrying the same bur- 
den of indebtedness with which he’d entered. 
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Bankruptcy among wage-earners—your customers— 
has reached epidemic proportion. Of the record-break- 
ing 110,034 petitions for bankruptcy filed last year in 
U.S. federal courts, fully 88.8% (97,750) were filed by 
individuals, average citizens (and customers) who, de- 
claring themselves insolvent, legally unburdened them- 


WHAT ABOUT CONCEALED ASSETS? 


Occasionally, a creditor turns up fraud, usually 
in the form of concealed assets. This happened 
a few months ago when one creditor, passing a 
bankrupt’s home, noticed a truck loading out 
front. He followed the truck to a warehouse in a 
nearby town. Suspecting fraud, he notified the 
court. 

A trustee investigated and confirmed that the 
declared bankrupt had warehoused for purposes 
of concealment a great deal of household goods 
and merchandise. The trustee promptly recom- 
mended that the case be remanded to federal 
criminal court. The wage-earner pleaded guilty 
and is now awaiting sentence. A felony, the 
charge carries a maximum of five years in prison 
and/or a $5,000 fine. 

The court welcomes evidence which helps shape 
its opinions in the near-avalanche of wage-earner 
cases which now number annually close to 90% 
of all bankruptcies filed. Business failures, by 
contrast, account for but 10% to 12% of the na- 
tion’s total. The vast majority—and increasingly 
so—are filed by average citizens (and customers) 
over their heads in debt. 

The 66,084 cases filed during the first half of 
1961 set a new all-time high and were 36.5% 
above the same period in 1960. Moreover, 89.6% 
of them were non-business bankruptcies—indi- 
viduals. Actually, wage-earner filings were up 
38.4% over the previous year—the greatest up- 
surge in personal insolvencies ever recorded in 
the history of the U.S. courts (the Depression 
years included). 

Statistics? Admittedly, they are. But they’re 
becoming much more for thousands of businesses 
and their owners. For what shows up on the 
Court records as statistics, shows up on yours as 
unpaid bills and potential total losses. 

The Federal Bankruptcy Act assures that every 
creditor—the appliance retailer included—is giv- 
en notice of a debtor’s declaration of insolvency. 
Legally, the debtor is required to list in his bank- 
ruptcy petition all creditors and all his debts. To 
each creditor, the federal court mails that ‘“No- 
tice of First Meeting of Creditors.” And usually, 
it’s the first inkling you have that a customer has 
declared himself legally insolvent. 

Whether or not you elect to accept the Court’s 










selves of an average $3,000 in ‘‘unsecured’’ bills— 
some of them the electrical merchandiser’s. The epi- 
demic and mounting losses coast-to-coast among 
appliance retailers rages unchecked. Bankruptcy filings 
for the first six months of 1961 ran more than 35% 
ahead of the same period in record-breaking 1960. 


‘ 


invitation to attend the first meeting of creditors, 
don’t neglect to confirm the debtor’s obligation by 
filing a “Proof of Claim in Bankruptcy” form. 
The form is obtainable free-of-charge from the 
bankruptcy referee or federal court, or at small 
cost from any stationery store that carries the 
usual legal forms. 

Simply fill out the “Claim” form, stating how 
much the customer owes according to your rec- 
ords. Though not mandatory, it’s a good idea to 
attach a copy of his past-due account. Sign the 
form and return it promptly to the court clerk. 
Receipt of your signed “Claim” makes you a 
“Creditor of Record,” regardless of whether or 
not you attend the creditors “meeting.” If the 
Court finds assets—however small—you stand to 
collect some, if not all, of your bill. 


HOW TO COLLECT UNLISTED DEBTS 


Paradoxically, you stand an even better chance 
of collection if a customer fails for any reason 
to list you as a creditor in his bankruptcy peti- 
tion. 

Here’s why: Only listed creditors (and their 
bills) are wiped out (“discharged”) by the court 
when it grants the debtor his discharge. Un- 
listed debts remain in force and are collectable 
by any legal means you care to employ. 

Suppose a customer’s bill is long overdue. You 
turn the account over to a collection agency. The 
agency reports that the man has filed for bank- 
ruptcy and was granted a discharge. Since you 
did not receive a “Notice of First Meeting of 
Creditors” from the court, you can be pretty sure 
your bill (and you, as a creditor) were not listed. 
Because the customer failed to list you, you are 
free to collect if you can. Since a “discharged” 
debtor usually is more fiscally fit than before his 
discharge, collection in full is sometimes easier 
than via the bankruptcy court. 

Collect from a customer who legally “goes for 
broke?” You certainly can, if you claim what’s 
owed you. Urge him to face up to his admitted 
obligations (your appliance bill among them), 
paying-as-he-earns under the Bankruptcy Act’s 
wage-earner repayment plan. 

As you can see from the chart above, it will be 
worth your while to take the steps outlined above 
and collect your due. 


23 














SSSeeeeeeeeeeseeeseeeeeseeeeeeeeees 


UTILITY NEWS 


Cumberland Valley Electric Co., which 
serves 6,000 customers in a 450 
square mile area of Franklin and 
Fulton Counties in southern Pennsyl- 
vania, has been acquired by the Alle- 
gheny Power System, Inc., of New 
York. 

Allegheny is delivering 62,589 
shares of its common stock to Repub- 
lic Service Corp. in exchange for all 
of the common stock and other assets 
of Cumberland Valley. 

Cumberland Valley will become a 
wholly owned subsidiary of Allegheny 
Power, whose system serves areas to 
the east, south and west of the Cum- 
berland Valley Electric Co.’s present 
territory. 

The closing of the stock exchange 


transaction is scheduled to take 
place during the month of January, 
1962. 


Middle West Service Co.. Chicago, has 
appointed Jack J. Ratcliffe as man- 
ager of marketing and sales. He for- 
merly held the position of sales pro- 
motion manager of the Public Service 
Co. of Oklahoma. 


The Pennsylvania Electric Association 
elected a new president at the group’s 
54th annual meeting in Philadelphia. 
Parker R. Lawson of the Pennsyl- 
vania Electric Co., Johnstown, was 
named to the post, succeeding G. R. 
Parry, vice president of the Metro- 
politan Edison Co. of Reading. 
Elected vice presidents were P. M. 
Alden, Philadelphia Electric Co., 
Philadelphia; Charles S. Bowden, 
Pennsylvania Power Co., New Castle; 


and R. W. Hurd, West Penn Power 
Ca. Greensburg. 

Harold A. Buch was _ re-elected 
secretary-treasurer and Franklin H. 
Lichtenwalter continues as vice presi- 
dent and managing director of the 
group. 


The Socrates Award for public utilities 
advertising has been presented to 
Florida Power and Light Co. The 
honor, accepted by M. B. McDonald, 
company advertising vice president, 


recognizes FP&L for “outstanding 
leadership for excellence in advertis- 
ing.” 


The award is sponsored by Vincent 
Edwards Ad-Views Services of Walt- 
ham, Mass., publishers of “Public 
Utilities Ad-Views” magazine. Each 
annual winner is picked from among 
300 major utilities of the U.S. and 
Canada. 


WILL YOUR BUSINESS THRIVE ON 


Our population isn’t all that’s growing. Needs are. Markets 
are. And so are towns and cities in the path of our growing 
economy. Here’s how to bring the business your way, how 
to put your corner in the mainstream of a growing America. 

Take a look around your corner, even to the outlying areas 
of town. Surely you'll see room for development, for new 
industries that create new jobs and bring in new customers. 
The development of your community will make more room 
for your youngsters to grow, find jobs, careers and a future 


— not far from Main & Maple. 


And there’s no time like the present to begin. If your town 
is looking for new industry, your Department of Commerce 





can help. Field experts will show how to evaluate what you 
have to offer, and how to present it to the best prospects. 
(If you're a businessman with expanding ideas, they'll direct 
you to suitable locations.) 

Take advantage of the many ways in which your business 
can grow. In attracting new industry to your local com- 
munity. In new domestic markets. In the lucrative foreign 
markets. In developing new products and services. Just 
write or phone the U.S. Department of Commerce Office of 
Field Services in your city, or Washington 25, D.C. ie 
Your U.S. Department of Commerce is always ready (7) 

Woe 


to help you grow with America! 


NOW’S THE TIME TO GET GROWING IN A GROWING AMERICA! 
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DISTRIBUTOR 
APPOINTMENTS 


1ONA MANUFACTURING CO.—FEagle 
Sales Co., Inc., Elizabeth, N.J.; 
Lehr Distributors, Inc., North 
Bergen, N.J.; A. H. Meyer Co., 
San Francisco, Calif.; Morris 
Distributing Co., Binghamton, 
N.Y.; Morris Rosenbloom & Co., 
Rochester, N.Y.;: Morley Brothers 
Co., Detroit, Mich. ; Teague Hard- 
ware Co., Montgomery, Ala. 


SPARTAN ELECTRIC RADIATOR CORP. 
—Lee L. Dopkin, Inc., Baltimore, 
Md.; Eastern Electric Supply 
Co., Washington, D.C. 


MURRAY CORP. OF AMERICA—For 
the Easy Appliance Division: 
Arnold Wholesale Corp., Cleve- 
land, for northeast Ohio. 


DISTRIBUTOR 
NEwS 


Admiral Sales Corp. has acquired op- 
erating control of George Spencer, 
Inc., the company’s distributor in 
Minneapolis. Robert E. Lawyer has 
been appointed general manager of 
the operation, succeeding George A. 
Bodem. Lawyer was general manager 
of Admiral’s former Oklahoma City 
distributing branch. Spencer’s terri- 
tory covers 58 Minnesota and 20 
Wisconsin counties. 


Allied Radio Corp. has changed the 
name of its West Coast industrial 
subsidiary, Electronic Supply Corp., 
to Allied Radio of California, Ince., 
with offices located in Pasadena, 
Calif. L. M. Burchett, formerly man- 
ager of Chicago area retail stores, 
has been appointed general manager 
of the subsidiary. 


Reynolds Metals Co. has chosen Har- 
old O. Catherman as electrical dis- 
tributor coordinator. He joined Rey- 
nolds after 10 years with Westing- 
house Electric Supply Co. 


General Electric's major appliance 
sales and distribution department has 
named J. C. Saur manager of dealer 
sales. For the past year Saur has 
been manager of sales and distribu- 
tion for the eastern region. 

Another promotion in the same de- 
partment advanced I. P. Pruitt to 


manager of contract sales. He had 
been a district manager in Dallas. 
F. I. McDaniel has transferred 


from Omaha where he was district 
manager for five years to Dallas as 
North Texas district manager. 


Maytag New York Co. moved its offices 
from the Port Authority building at 
76 Ninth Ave., Manhattan, to 201 
Hillside Ave., Williston Park, L.I. 
The new building no longer houses a 
parts depot; parts will be handled by 
several parts jobbers in the area. 


Speed Queen sales representative pro- 
motions are: William F. Kuhlman, 
district sales rep since 1956, to divi- 
sional manager for Western New 
York, Pennsylvania and Eastern 
Ohio; Jack Drummond, former sales 
rep in Chicago, to branch manager in 
Detroit. New district sales reps are 
Thomas J. Hodgens, Eastern Massa- 
chusetts: James J. White, North Da- 
kota; William M. Tish, Southeastern 
Ohio: and William O’Connell, Chicago 
branch. 
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NORGE WINS THE TEST WITH THE MEN WHO KNOW BEST 


€ 


Merchandising Distributors Inc. presents the Nong ss 


mT Tas 


When have you seen so many service men alert to 

catch every word? The reason is simple. Service-sSimple. 
These 104 Men-Who-Know-Best paid strict attention 

to the exciting inside story of the new Norge Washer. 
You don't.see them all but, believe. us, they were 

all there and all ears. Because here at last.was a new 
appliance that meant something to them. We're sorry 
that whoever snapped the photo didn't get one of the 
ovation for the Norge Service-Simple Washer that 
ended the session. But we can tell you this: 

It was typical of the way service men everywhere . 
get off their hands and onto their feet when they get 
the word. Norge is simply great! 








= =68WORLD’S FIRST SERVICE-SIMPLE WASHER 


2 © 


a) 


1 Complete Front Servicing... 


cuts service time up to 33%! i as Sh Fe ® 
2 Electronic Service Analyzer... f : 
cuts diagnosis time in half! j ies 
= pie eal phe 
ai 3 Double-Pivot Motor ... virtually Bes se me sty 
eliminates 1 out of 3 trouble- ; =e oe 
some service calls! 


NORGE SALES CORP., SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54 
In Canada: MOFFATS, LTD., WESTON, ONTARIO e 


OCTOBER 30, 1961 


Export Sales: BORG-WARNER INTERNATIONAL, CHICAGO 3 
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PEOPLE 


IN THEINEWS 


Bright Star Industries—N. F. “Nick” 
Trover has been named general sales 
manager succeeding C. F. Bishop. 
Bishop was promoted to executive 
vice president of the company. Trov- 
er was formerly with Ray-O-Vac 
Co. as regional sales manager, with 
Terry-phone in charge of regional 
sales and with Usalite as national 
sales manager. 


Ronson Corp.—Herbert M. Stein was 
appointed vice president of market- 
ing for the company’s U. S. con- 
sumer products. He joined Ronson 
in 1949 as sales promotion manager 
and was later promoted to assistant 
sales manager and general sales 
manager. 


Calcinator Corp.—Robert J. McCaf- 
ferty, formerly with Michigan Con- 
solidated Gas Co., has joined the 
company as national sales manager. 


Columbia Records—James Sparling 
has been named coordinator of prod- 
uct development. Formerly, he was 
manager of operations for the phono- 
graph department of CBS Electron- 
ics. 


University Loudspeakers, Inc.—Rob- 
ert R. Sherwood has been appointed 
assistant to the president. Most re- 
cently he was vice president of Rek- 
O-Kut/Audax Co. and before that, 
sales manager of Radio Television 
Supply Co. of Los Angeles and gen- 
eral manager of Long Island Drug 
Co. 


Emerson Electric Manufacturing Co.— 
Maurice Falchero was named assist- 
ant merchandise and builder products 
sales manager, in addition to his 
present responsibility for directing 
the company’s advertising and sales 
promotion. 


Reevesound Co.—Boyce Nemic has 
been named president of the Reeves 
Soundcraft Corp. subsidiary. He suc- 
ceeds Walter R. Hicks who was re- 
cently made vice president, special 
projects at Reeves Soundcraft. Ne- 
mic had his own management con- 
sulting firm for the motion picture 
industry until he joined Reevesound 
in 1958 as executive vice president. 


Corning Glass Works—William T. Ca- 
hill has advanced to product specialist 
in lamp parts for the lighting glass- 
ware marketing department. Since 
joining Corning in 1955 he has serv- 
ed in the appliance parts sales and in- 
dustrial components departments. 


Shure Brothers Inc.—Gerald H. Reese 
has been appointed coordinator of 
sales promotion advertising and pub- 
lic relations. He formerly held the 
same position with Crush Interna- 
tional of Evanston, IIl. 


Frostmaster Co.—Robert Whitney, 
Edward Long, and Marvin Dahl have 
been appointed regional sales man- 
agers. 


Admiral Corp.—Ross D. Siragusa, 
Sr., corporation president, has been 
elected vice chairman of the board 
of directors of General Aniline & 
Film Corp., New York. He succeeds 
John I. Snyder, Jr., president of 
U. S. Industries, who was elected 
chairman of the board and chief 
executive officer of General Aniline. 
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H. M. Stein 
of Ronson 


N. F. Trover 
of Bright Star 


Sylvania Electric Products—Hal L. 
Simmers has. been appointed sales 
manager of the Pittsburgh district 
for the lighting products division. 
He succeeds H. Page Woodbury who 
has been promoted to sales manger 
of the Philadelphia District. 


Welbilt Corp.— Herman Altman has 
been chosen for the newly created 
positions of executive vice president 
and general manager of two of the 
company’s subsidiaries—W edgewood- 
Holly Corp. and the Wedgewood- 
Holly Appliance Co., both of Culver 
City, Calif. Previously, Altman was 
director of purchasing for Welbilt. 


Fedders Corp.—Arthur F. Guyton 
joins the company as district sales 
manager for the central air condi- 
tioning division covering part of the 
South Atlantic region. He leaves 
Ben-Hur Mfg. Co. where he was 
southeast district manager. 


Redisco Inc.—C. M. Manasco has 
been elected to the presidency of the 
company, sales financing subsidiary 
of American Motor Corp. He replaces 
C. R. Brogan who recently retired. 
Manasco was named executive vice 
president in June. Previously, he had 
been vice president in charge of field 
operations in both the U. S. and 
Canada. 


Republic-Transcon Industries—A. L. 
Lockwood joins the Republic Appli- 
ance Division as vice president and 
western division general manager. 
He will locate at the Los Angeles 
plant. Lockwood was formerly a vice 
president of Pioneer Manufacturing 
Co. and, before that, an executive 
with the home appliance division of 
Familian Pipe Supply Co. His broth- 
er, James R. Lockwood, recently 
joined Republic-Transcon as execu- 
tive vice president. 

Also in the Republic Appliance 
Division, Robert Blumenfeld and 
Vincent Horncastle were appointed 
district mangers. 


Fowler Manufacturing Co.—Gordon S. 
Copeland has been chosen president 
of the company. He was formerly 
vice president of Republic-Transcon 


Industries, parent company of 
Fowler. 
Carl Strutz was appointed vice 


president and plant manager of 
Fowler; William Nickeloff, vice pres- 
ident and sales manager; and Merrill 
Joy, vice president and comptroller. 





A. L. Lockwood 
of Republic- 
Transcon 


G. S. Copeland 
of Fowler 
Manufacturing 
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/MARKET REPORTS 


WEST COAST. . . LOS ANGELES—The 
general outlook for 1961 appliance 
sales here was definitely better than 
most retailers anticipated earlier in 
the year. They predict that 1961 busi- 
ness will at least equal 1960’s. 

Addition of a few new gas ranges 
to the line at Gateway Appliance Co., 
Los Angeles, was being promoted by 
Manager William Neal. These ranges 
were the oven-at-eye-level type. “They 
appear to be more popular. They give 
the built-in look, but they have the 
advantage that you can take it with 
you,” Neal said. 

Out in Santa Monica, the manager 
of Hollywood Electric Appliance Co. 
admitted sales were running just 
about even with last year’s. Said J. F. 
Davis, “Business will be about the 
same as last year—in the hands of 
the discount houses. People are still 
happy on price. For instance, we’re 
selling a Hotpoint 9 cu. ft. refrigera- 
tor for $149, which is $10 below cost. 
But discount houses are offering the 
same model for $129.” 

From the discount house point of 
view, White Front Stores, Inc., Los 
Angeles, was expecting a much big- 
ger year than last. One reason: The 
chain had opened a new store at its 
downtown warehouse. It also had 
stressed promotion on free-standing 
gas ranges, producing high sales for 
this line. 

Sales at Swanson’s Home Appli- 
ances, Studio City, were running 
18% to 19% ahead of last year. One 
major reason for the business up- 
turn, according to owner Cliff Swan- 
son, was that the firm’s prices which 
always have been a little higher than 
other appliances dealers, have been 
brought down to be more competitive. 
“T don’t know if we’re making more 
money,” said Swanson, “but the vol- 
ume is there.” Another reason for 
the spurt in sales was that Swanson 
bought a large amount of merchan- 
dise in the East at “a low price.” 


EAST COAST. . . BOSTON—A general 
tightening up of give-away practices 
and a determination to get a reason- 
able mark-up were spelling out a 
firming retail appliance market in 
this area. 

“We’re sick and tired of filling up 
refrigerators with prime steaks and 
washers with soap powder in order 
to make a sale,” said a salesman for 
one larger appliance dealer in the 
Boston area. ‘““What’s the percentage 
in this kind of business, anyway? 
The more you give, the more the 
customers want. There can be no end 
to it.” 

Also subscribing to this sentiment 
—among others—was John S. Mc- 
Goohan, president of McGoohan Ap- 
pliance & Furniture Company, of 
Lowell, Mass., one of the largest ap- 
pliance dealers in the Merrimack 
Valley. “We have been doing good 
business this past month, and making 
more money too, than we did a year 
ago,” said McGoohan. “For one 
thing, we are slowing down a lot on 
give-aways. 

“And we’ve done some hard think- 
ing on some other matters, too. We’re 
being realistic in pricing. If you start 
off with discount pricing, customers 
want a discount on top of it. And 
then there is the ‘preferred custom- 
er’ who expects a discount on top of 
a discount on a reduced price. At a 
time of relative prosperity in the 
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county, it is stupid of dealers to build 
up big volume and just turn the stuff 
over.” 

According to Frank S. Archer, 
owner of Archer Appliance & Tele- 
vision Co., Chelmsford Centre, people 
are “fed up with free gimmicks and 
other come-ons” in the appliance 
business. “It actually can build up 
sales resistance when it gets out of 
hand,” he warned. 

In Chelmsford—a suburb of Bos- 
ton—Archer and a group of mer- 
chants got together and have been 
buying a whole half hour’s radio time 
each week on a local radio station. 

Jack Rule, general manager of ap- 
pliance departments, J. M. Fields 
chain, Boston, reported strong early 
interest in Christmas lay-aways. 

Jerry Leone, president of Leone’s 
Furniture & Appliance Co., Law- 
rence, said of business: “We have 
been going a little better than we 
were last year at this time. Washers 
are good; refrigerators are strong. 
Vacuum cleaners and floor polishers 
are off. There is plenty of employ- 
ment and we look for Christmas busi- 
ness to be better than last year.” 

A move to ban by legislation the 
sale of second-hand space heaters got 
under way in Massachusetts last 
week when a special legislative re- 
cess commission created to study the 
matter conducted a preliminary hear- 
ing. 

In the hi-fi field, an interesting ad- 
vertisement was run recently in the 
Harvard “Crimson” by dealer David 
Paul. He said in part: “Reading 
specs on speakers is largely a waste 
of time. Since no standard methods 
of measurement are used, your ears 
remain the only guide to selecting 
this most important part of your 
hi-fi set.” 


MIDWEST . . . MINNEAPOLIS—Own- 
ers and managers of appliance stores 
here agreed that “business is pretty 
good” with over-all sales up about 
10% compared to a year ago at this 
season. They expressed optimism for 
Christmas. 

“The first half of October was well 
above a year ago in all lines,” O. P. 
Quady, manager of Volkenant’s Ap- 
pliance Co., said, ‘and we’ll beat 
1960, no question.” 

George Annoni, general manager of 
three Jonston Appliance stores, said: 
“We're slightly ahead of October, 
1960, but we had hoped to be way 
ahead. TV and stereo sets are moving 
well, Annoni said. RCA leads in TV 
sales and Magnavox is out in front 
in stereo. 

“Ranges used to be an orphan with 
us ...amatter of sufferance. But we 
did a little newspaper advertising 
and now they’re doing nicely. Norge 
leads in gas models and Frigidaire 
in electric,” he said. 

Running against the general mar- 
ket trend, the A. C. Carlson Co. re- 
ported laundry business good. “In 
fact, it has been our mainstay in re- 
cent weeks, said Colin Haagenson, 
manager. 

White goods generally, he said, are 
on a par with a year ago but total 
business is 8 to 10% ahead of the 
1960 volume. 

Stereo and TV are going well. G-E 
and RCA are about even on TV sales. 
In stereo, those two names are neck- 
and-neck with Voice of Music and 
Curtis Mathes in popularity. 
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...:::A RED LETTER DAY 


EM WEEK will greet the new year with publication of 


the most widely used, respected and thumbed through 
reservoir of information available to the Appliance- 


Radio-TV-Housewares industry —the Annual Statis- 
tical and Marketing issue. 


An alert editorial team, attuned to the pace of a fast 
moving, always changing industry, has accomplished 
the monumental—a statistical and marketing issue 
which will be even more useful and referred to than 
ever before. In addition to the incomparable report- 
ing of trends, forecasts, potentials, seasonal selling, 
trade-ins and many more vitally important subjects, 
the editors have come up with new ideas that guaran- 
tee even more intensive readership. Sample: a detailed 
product-by-product analysis of the Top Markets will 
make it posssible for dealers and distributors, for the 
first time, to accurately and effectively check local 
sales performance against potentials. 


OCTOBER 30, 1961 


The Statistical and Marketing issue has earned its 
reputation as the most reliable source published. Thou- 
sands upon thousands of reprints have been bought. 
With due respect to past performance, we flatly pre- 
dict the 1962 edition will top them all in usefulness, 
in reader interest and in advertising impact. 


New advertising planning opens new opportunities 
for your selling programs. Full page minimum adver- 
tisements will be positioned throughout the statistical 
section which will be printed run-of-book on high 
quality coated stock. Meaningful premium positions 
with built-in added attraction features will be avail- 
able on a first come, first honored basis. More on this 
from your EM WEEK representative. 


Start your 1962 in EM WEEK’s Annual Statistical 
and Marketing issue. The timing is perfect. 
27 








March of time: Raymond Saxon, RCA Sales Corp. vp, shows new tape cartridge unit, Victor talking machine built in 1901. 


Outlook For Tape Recorders 


“We would just as soon sell 2,000 
tape recorders as 10,000 phonographs 
or 25,000 radios,” a manufacturer 
told EM WEEK recently. 


The manufacturer's point is clear: Be- 
cause of his average factory billing 
price, there are dollars to be made in 
the tape recorder business. 


The Appliance-TV Dealer: 
His Growing Importance 


In the past, the tape recorder mar- 
ket has belonged to the camera deal- 
er. But this pattern of distribution is 
changing.. And today the appliance- 
TV dealer is generating the business. 
He’s selling more than 50% of all 
tape recorders, according to some 
estimates. 

For example, Irving Rossman, 
president of Pentron, figures that the 
pure appliance dealer takes 50% of 
today’s business, adds another 10% 
if you include discount outlets as ap- 
pliance houses and looks for the 
dealer’s percentage of market to go 
up again in the next calendar year. 

The emerging role of the dealer 
gets added emphasis from a recent 
national survey of non-tape-owners 
by a major consumer electronics 
company which was testing market 
characteristics. In the survey, the 
radio and TV stores were mentioned 
most (54% of the time) as the place 
non-owners would expect to buy tape 
recorders. And in the same study, 
% of the non-owners reported that 


they would rely heavily on the re- 


tailer’s advice about which brands 
and types of models to buy if they 
should decide to purchase a unit. 


A significant sidelight turned up by 
the survey: Although the camera 
shop or photo supply store was listed 
in the auestionnaire, only 5% of all 
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non-owners said they would expect to 
buy tape recorders there. 


Marketing Figures 
On Tape Recorders 


The tape recorder market has been 
fairly static for about the past four 
years and industry estimates for 
sales vary widely. Roughly, domestic 
sales this year may finish around 
500,000 units, perhaps higher. Add 
imports, including the smail tran- 
sistor units from Japan, and you 
have another 250,000 sales. 

No one is absolutely sure about 
these figures, but domestic manufac- 
turers are taking steps to clear away 
confusion. 


The industry association—Magnetic 
tecording Industry Assn.—may soon 
begin collecting sales figures from 
member companies on the same basis 
that Electronic Industries Assn. does 
for TV, radio and phonograph manu- 
facturers. MRIA is also trying to pin 
down figures on tape imports. 


What is clear right now is that the 
market and the dollars are becoming 
more and more attractive to the 
major consumer electronic compa- 
nies, any of whom may join the pack 
fairly soon. 

Emerson Radio’s canny president, 
3enjamin Abrams, recently jumped 
into the tape business with the pur- 
chase of Telectro. Why? Abrams’ 
answer is simple: “There’s a great 
future in the tape business.” The 
most recent entry was made by 
Westinghouse. 


Imports: Help 
Or Hindrance? 


Tape recorder manufacturers offer 


divided opinions about the impact 


of imports on the market today. But 
for the small three or four transis- 
tor unit coming in from Japan today, 
domestic manufacturers have a sin- 
gle comment: It’s a toy. 

But some manufacturers see some 
good coming from the units which 
are taking a price beating second 
only to the six-transistor radio. This 
school argues that at least the cheap 
units introduce the consumer to tape 
recorders and that the next time the 
purchaser buys he’ll step up to a 
better class unit. 

The “toys” do more harm than 
good, runs the other argument. The 
toy units, selling for $18 to $20 in 
some cases, are sold as tape recorders 
and give all tape units a black eye 
when they fail to work properly. 


What Features 
Customers Want 


What does a customer look for 
when he starts thinking about the 
purchase of a tape recorder? 

According to that survey, here are 
the top features non-owners checked 
off : 

Portability (size and weight). 
Quality of tone. 

Construction of cabinet. 
Appearance of cabinet. 

Ability to play stereo tapes. 
Durable mechanism. 

Recording distance (sensitivity ). 
Size of speakers. 

Level of automation (devices to 
simplify operations). 


A key feature non-owners wanted: 
Simplicity of operation. 


Why People Buy 
Tape Recorders 


According to the survey, non-own 
ers considering the purchase of tape 





recorders were primarily interested 
in recording—taping family voices, 
the baby’s first words, music. Other 
reasons: As a teaching or study aid, 
for personal correspondence, for the 
children. 


Don’t underestimate the children. “Re- 
corders are being commonly used to- 
day in schools,” pointed out one 
manufacturer. “The real future of 
the market is through the kids and 
not their parents. A tape recorder is 
not an unfamiliar, complicated thing 
to kids today.” 


The emphasis on recording falls in line 
with the current marketing philoso- 
phy of most tape manufacturers to- 
day. They advise dealers to sell tape 
units as recording machines, not as 
player units. Comparing tape record- 
ers to cameras—as a camera for 
sound—has become a popular analogy. 
Webcor, a leader in the market, is 
pushing the theme in its consumer 
advertising. 

The advent of FM stereo will give 
the recording concept an even big- 
ger popularity boost, manufacturers 
believe. 


“FM stereo surpasses anything else as 
a stimulant,” said Kenneth Bishop, 
general manager of Bell Sound and a 
tape pioneer. “Anytime you improve 
your source of material at a low cost, 
you have made a definite improve- 
ment.” 


Who Are Your 
Best Prospects? 


According to the survey, the best 
sales prospects for tape recorders to- 
day are people already well acquaint- 
ed with electronic equipment or those 
interested in tape for self-improve- 
ment. The second largest group: 
People interested in recording family 
voices or home music. 


“The common denominator,”’ explained 
Bell Sound’s Bishop, “is fun. The en- 
tertainment feature will interest the 
mass market—-a device to record 
anything or everything.” 


But the biggest mistake a dealer can 
make today is to wait for a customer 
to ask for tape recorders. The dealer 
should be looking for add-on sales. 
Simple idea: Get customers to record 
their own voices. 


“One of the biggest problems we have 
today,” said James McLaughlin. vice 
president for marketing at Webcor, 
“is getting the machine demon- 
strated.” 


Reel And Cartridge: 
One Happy Family? 


The tape industry has often been 
its own worst enemy, creating con- 
fusion with competing non-standard 
systems. Today, RCA and Bell Sound 
are pushing the tape cartridge; the 
rest of the industry is becking reel 
to-reel. And there’s talk of two more 
cartridge systems (Minnesota Min- 
ing and Philips Eindhoven) on the 
horizon. 

Can the reel and the cartridge live 
together? The answer, for now, 
seems to be yes. Pentron’s Rossman, 
a reel-to-reel manufacturer, believes 
not only will there be peaceful co- 
existence, but that the two systems 
can help each other. 

“They can definitely live together,” 
said Bell Sound’s Bishop. ‘““We’re not 
dropping our tape decks because 
we've got the cartridge.” 
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Boro Hall Camera Shop in Brooklyn 
Heights, New York, like many other 
photo shops, has been selling tape 
recorders for about ten years. They 
now account for a large percentage of 
its annual business. Here’s how this 
store pulls in tape recorder profit. 
“Keep a machine running all the time,” 
says Harry Zaslansky, manager of 
Boro Hall. “This equipment has built- 
in interest; everyone wants to see it 
work. So demonstrate it.” 

Zaslansky believes in large dis- 
plays. One whole window features 
tape recorders and tape. There’s an- 
other large display inside the store, 
and a new console display room in 
the basement. 


Good promotions, Zaslansky found, 
are direct mail and envelope stuffers. 
Descriptive tape material goes out 
with monthly statements and in en- 
velopes in which the shop returns 
developed pictures. 


Small portable recorders are excellent 
sellers—but you have to go after 
that business, Zaslansky says. Any 
business or professional man who 
has to make reports or dictate letters 
can use one. 


How to hook up a tape recorder and FM stereo for direct recording: 


Harry Zaslansky (see below) plugs stereo input leads 
from a Webcor recorder into FM stereo output jacks. 


FM stereo is going to be the biggest 
thing to hit the business, predicts 
Zaslansky. He’s selling tape decks— 
and stereo consoles—by demonstrat- 
ing the possibilities of taping stereo 
directly from the FM tuner in a con- 
sole to a tape deck. And another 
selling pitch: “For $100 worth of 
tape, you can have the equivalent of 
1,000 stereo albums.” 


What does it cost to get in? “About 
$1,000,” says Zaslansky. Product mix 
should be about 70% monaural, 30% 
stereo. But the high-end split be- 
tween stereo and monaural should be 
about 50-50. 

Zaslansky thinks it’s good to stick 
to one line (he chose Webcor) be- 
cause this solves inventory problems. 
You’ve got to have some back-up 
merchandise, he affirms, because peo- 
ple won’t take recorders off the 
shelves—they want to see it in the 
original carton. 


Pre-recorded tape is a cut-price and 
an unprofitable business according to 
Zaslansky, and you don’t have to 
carry pre-recorded tape. 

The money’s in raw tape: It car- 
ries a healthy mark-up and is less of 
a headache to inventory. 


Next he selects the FM stereo setting on the Webcor 
console, which has a built-in FM stereo tuner. 


All-State Distributors sells Webcor 
tape recorders in New York and New 
Jersey. Mel Koenig, vice president 
of the company, says that radio-TV 
stores are becoming the prime outlet 
for tape recorders. Here are some of 
his practical selling tips for dealers: 


Emphasize a sight and sound idea. 
Sell the idea of using the recorder 


as a “sound camera” to record im- 
portant events in customers’ lives. 


To start demonstrations, ask the cus- 
tomer if he’s heard his voice. This 
gives you a big advantage because 
it’s natural to ask him his name, 
where he lives, if he’s married and 
has children. Then you have a good 
idea of which selling pitch to use. 


Developing your own leads is very im- 
portant. If a customer asks for a 
recorder, he’s probably been shop- 
ping and you'll have to take a normal 
mark-up on a discount item. But if 
you’ve developed your own customer 
(one excellent way is to use record- 
ers as an add-on in a major appliance 
sale) you get a much better price. 


Price is never the first question peo- 
ple ask, he said. You’ll have to bring 





And then he simply turns on both sets. The recorder 
will now tape stereo directly from the tuner. 


A Dealer And A Distributor View Tape Recorders 


it up. Give a range of prices depend- 
ing on taste and needs, then you 
won’t be committed to a_ specific 
recorder and price. 


Recorders priced under $100 have 
opened up the juvenile and teen-age 
market, says Koenig. Median price, 
however, is still around $150. Low- 
end stereo recorders come in around 
$170, a short step-up from a good 
monaural recorder, and a fairly easy 
step to sell. 


Thorough demonstrations of how to 
use the equipment are important. 
They save you repair headaches later 
on. Your salesmen should know how 
each model works to demonstrate 
them effectively. Koenig estimates 
that 80% of repairs can be traced to 
improper use. 


Tape recorders in the past were con- 
sidered complicated machines, Koenig 
notes. But most manufacturers, 
shooting for the mass market, are 
simplifying controls as much as pos- 
sible. And this is an important sell- 
ing pitch: Emphasize how simple the 
machines have become and show the 
customer how much easier they are 
to operate. 





ing in-store displays. 





e Demonstrations are the key-note. So keep a recorder 
going all the time. Try recording a special tape, inter- 
spersing tape selling messages with music. You can also 
use it to sell other products in your store. 

e Home demonstrations are good if you can keep them 
under control. But they are more suitable to a small 
market. Metropolitan dealers say home demos tie up 
too much inventory which could be used for profit build- 


e Isolated listening areas are very important. A 
“sound room” with comfortable chairs and a home-like 
atmosphere helps to put the customer “in the mood” 
and is well worth the investment. 

e FM stereo will spur tape recorder sales, so you should 





Here are some selling tips to help you profit in the tape market: 


be ready to demonstrate and sell the ease of taping 
stereo directly off the air. And you can sell customers 
the idea of taping their friends’ stereo record collections 
directly into inexpensive raw tape. 
e Dealer shows are very effective 
thing from a customer meeting at night to demonstrate 
hi-fi gear and tape to a week-long in-store show. Short 
shows for civic groups and service clubs develop many 
good leads. Try about 15-minutes of stereo and a ques- 


tion and answer period. 


e A rental program gets equipment into the home— 
and usually results in a sale. Suggest renting one for a 
party, and you’ll get wide exposure to a lot of potential 


customers. 


and can be any- 
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CONTINUED FROM P29 

The world of stereophonic sound 
on magnetie tape is developing a 
language of its own. So the Mag- 
netic Recording Industry Assn. de- 
cided to issue a glossary of tape 
terms. Here are some of them: 


A. B. Test: Direct comparison of two 
sounds by playing first one, then 
the other. This may be done with two 
tape recorders playing identical 
tapes, two speakers playing alter- 
nately from same tape recorder, etc. 


Blank Tape: Tape on which nothing 
has been recorded. Also called raw 
or virgin tape. 


Capstan: Revolving spindle which 
drives tape at constant speed over 
the recording and playback head. 


Demagnetizer: Device for removing 
magnetism which may build up in a 
recorder or play-back head. A mag- 
netized head can cause noise and 
distortion. 


Dub or Dupe: (noun) A copy of a 
record. (verb) To make a copy of a 
recording by recording on one ma- 
chine what another is playing. 


Fast Forward Control: A button or 
level to cause the tape to move rap- 
idly from “feed” reel to the take-up 


Dub, Gap, Db., Flat Response—What It All Means 


reel. Often combined with rewind 
control, a button or lever to cause 
tape to move rapidly from take-up 
reel back to the “feed” reel. 


Four-Track Tape: Four different re- 
cordings on one tape. Two tracks are 
recorded in each direction. For 
stereo, two tracks are played simul- 
taneously while other two are silent. 


Flat Response: Ability of a sound 
system to reproduce all tones (from 
lowest to highest) in their proper 
proportions. (For example, a speci- 
fication of response within plus or 
minus on db from 30 to 15,000 c.p.s. 
would be considered flat.) 
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Db. or Decibel: A relative measure 
of sound intensity or volume used 
to express the ratio of one sound in- 
tensity to another. One “db” is the 
smallest change in sound the human 
ear can detect. (Normal ear can sel- 
dom detect sound variations under 
3 db.) 


Flutter and /or Wow: Changes in pitch 
of tones due to relatively small vari- 
ations in tape speed. Can be caused 
by faulty mechanism or by “bow- 
stringing’ of tape across heads or 
tape guides. Only difference between 
flutter and wow is rate at which 
pitch changes takes place. If rate is 
below 10 c.p.s., term wow is used; 
above this rate, flutter. 


Gap: Distance between 
head measured in mils. 


poles of a 


Head: Ring-shaped_ electromagnet 
which magnetizes tape’s iron oxide 
coating in a series of patterns. In 
most machines there is a combina- 
tion record/playback head and an 
erase head. 


Head Alignment: Positioning so that 
head gap is exactly perpendicular 
to path of the tape travel. Misalign- 
ment causes loss of high frequencies. 


Index counter: Odometer type coun- 
ter for noting location of selections 
on tape. Most late model recorders 
have built-in counters. 


1.P.S.: Speed of tape in inches-per- 
second. 


Leader and Timing Tape: Plain non- 
magnetic tape for splicing to either 
end of magnetic tape or to facilitate 
threading and preserve recorded ma- 
terial; or for splicing between re- 
corded tape to separate selections or 
provide pauses. 


Level Indicator: Device on recorder 
to show “level” or volume of sound 
at which recording is being made. 
Uses neon bulb, meter or similar in- 
dicator to signal too much or too 
little recording volume. 


Pressure Pads: Felt “cushions” on 
spring arms which keep magnetic 
tape in close contact with head. 


Signal-To-Noise Ratio: Ratio (stated 
in db’s) between loudest undistorted 
tone recorded and reproduced by the 
recorder—and the noise produced by 
the machine itself. 


Take-Up Reel: Reel which “takes” 
tape as it’s recorded or played from 
the feed reel which supplies the tape. 


Tape Cartridge: “magazine” or holder, 
which can be used on a cartridge 
type recorder without threading. 


Tape Deck: Platform part of record 
er, mounted with motor, reels, heads 
and controls. Does not include ampli 
fier, pre-amp, loudspeaker, etc. De- 
signed primarily for hooking up with 
existing hi-fi system. 

Tape Speed: 


Speed at which tape 


moves past recording head. Stand 
ard speeds for home use: 3°4 ips 
and 7'4 ips. At present, all new 


four-track tapes are 715 ips; tape 
cartridges are 334 ips. Other speeds 
are faster 15 and 50; and 
1% and 15/16. 


slower, 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 





























































































































Stocks and Dividends 
In Dollars 


NEW YORK EXCHANGE 
Admiral 

American Motors 1.20 
Arvin Ind. 1 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric 1BXD 
Emerson Radio .37T 
Fedders 1B 

General Dy. 1 
General Elec. 2 
General Motors 2 
General Tel & El .76 
Hoffman Elec. 
Hupp Corp. 25F 
Magnavox 1 
Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M. .60 
Montgomery Ward 1 
Monarch .04 

Motor Wheel 1 
Motorola 1 

Murray Corp. 
Norris-Thermador 
Philco 

RCA 1B 

Raytheon 2.37T 
Rheem 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .40B 
Singer 

Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 
Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 
Pentron 

Proctor-Silex 

-Republic Trans. 
Trav-ler Radio 


MIDWEST -EXCHANGE 
Knapp-Monarch 
Webcor 

















1961 Close Close Net 
Low Oct. 9 | Oct. 23 | Change 
10% 11% 12/4 + % 
16!/2 17%, 17'/, — % 
20 264%, 284. + 1% 
35 46 45\/ — kh 
32's 399% 39%, + % 
31'/2 34!/, 365 + 2\/, 
53'|, 55!/, 51 — 4, 
32 36!/, 365% + Ih 
50 80!/. 765% — 3% 
11 135% 13% — %, 
17g 203%, 20% — 
25 27'/ 26 — I, 
60!/, 769 72% —4 
405 503%, 49 — 1% 
25 25'/s 25'/4 + Vp 
15 16!/2 15% — Il 
7% 8l/4 7/2 =— ¥ 
35/g 331/, 33'/g — 
52, 52!/2 52%, + \% 
30%, 35 33%, <= 1% 
70\/g 78/4 75 — 3, 
26% 325%, 33% + | 
13% 16!/g 16/ a 
11% 133% 12% | — 
68!/2 79 74/2 — 4 
26'/2 2654 26% _ 
18 21'/ 20'/, — 1% 
17% 227/s 21%, — 
491/, 567/g 52 — 4% 
34%, 3754 377g + VY, 
13!/, 13% 14/2 + % 
12's 223% 243 +2 
165, 21 23 + 2 
8l/, 9 9/2 + I, 
22%, 235 25 + 1% 
107%, 115 117% + 2, 
26!/4 26% 28 + IV, 
45% 50!/, 49\/, —| 
4'/s 5 5 — 
397%/ 44 39%, an 
26% 285% 30%, + 15%, 
97\/, 178!/, 1861/4 + 7%, 
5%, 8!/, 8 — 
SI), 6% 6% _ 
Bl/, 9% 1034 + Il, 
4 4%, 5'/g + ¥% 
121, 15% 15% + ¥ 
1% 2% 2% — WV, 
25% 4V/, 4% + 
5\/, 7\/2 7/2 _ 
4!/, 6 54% — 
45%, 7 6%, — 
— 5% 5% — 
co 10!/, 10% + 











A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. 


F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 
cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The market continued 
to move with little purpose. At the 
close of the day’s trading on Oct. 23 
the EM WEEK chart was off \&% pt. 
This situation reflected the over-all 
trading picture and experts are hard 
put to predict when a change for 
the better will set in. All agree that 
an economic upswing is in the mak- 


ing, but whether the 
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market will 





follow along remains to be seen. A 
technical rally, however, is being 
forecast before year end. News- 
worthy items on the plus side, such 
as the Pentagon awarding $108 mil- 
lion in defense contracts and the 
possibility of a loosening in depre- 
ciation laws next year, failed to spur 
the market as expected. Maybe that 
“super bomb” made investors wary. 





A QUICK CHECK OF BUSINESS TRENDS 


Latest |Preceding| Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 127 123 113 12.39%. up 
appliance-radio-TV index (July 1961 vs. 
(1957 = 100) July 1960) 
RETAIL SALES 18.2 18.2 18.1 0.55% up 
total ($ billions) (Sept. 1961 vs. 
Sept. 1960) 
APPLIANCE-RADIO-TV 328 315 315 4.13% up 
STORE SALES (Aug. 1961 vs. 
($ millions) Aug. 1960) 
CONSUMER DEBT + + 274 272 290 5.52% down 
owed to appliance-radio-TV (August 1961 vs. 
dealers ($ millions) August 1960) 
FAILURES 30 22 19 57.89% up 
of appliance-radio-TV dealers (Sept. 1961 vs. 
Sept. 1960) 
HOUSING STARTS 120.4 126.4 96.9 24.25% up 
(thousands) (Sept. 1961 vs. 
Sept. 1960) 
AUTO OUTPUT 142.9** 96.2** 146.3°*| 2.32% down 
(thousands) 
PERSONAL CONSUMPTION 18.34 17.8+ 19.0+] 3.68% down 
EXPENDITURES = Pov te 
for furniture-household al 
equipment ($ billions) 
DISPOSABLE INCOME 361.74] 354.34)  352.7+ Boge = 
TT n f. 
annual rate ($ billions) aw sk 1960) 
CONSUMER SAVINGS 25.14 23.74) 228+ = A 
TTT n a 
annual rate ($ billions) hy aa. 1960) 
EMPLOYMENT 67.0 68.5 67.8 1.18% down 
(thousands) (Sept. 1961 vs. 
Sept. 1960) 

















*New index being used. Federal Reserve Bulletin (seasonally adjusted). 
**Figures are for week ending) October 21, 1961, and preceding week (revised). 


+Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 





aquick cHeckor INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 


DISHWASHERS 


DRYERS, Clothes, Electric........... 


FOOD WASTE DISPOSERS..... 


FREEZERS 


PHONOGRAPH SHIPMENTS . 


RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 


TELEVISION PRODUCTION ... 


TELEVISION RETAIL SALES 

REFRIGERATORS 

RANGES, Electric, Standard 
Built-in 


RANGES, Gas, Standard 


Built-in. .... 


VACUUM CLEANERS 


WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 


WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 


WATER HEATERS, Gas (Storage) 





August 
8 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
July 
7 Months 
August 
8 Months 
August 
8 Months 
Week Oct. 13 
41 Weeks 
July 
7 Months 
Week Oct. 13 
41 Weeks 
July 
7 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
September 
9 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 
August 
8 Months 


1961 
(Units) 


54,200 
1,330,500 
43,700 
374,200 
79,015 
399,124 
43,331 
204,155 
63,700 
450,700 
127,686 
725,900 
348,321 
2,088,373 
314,064 
8,869,091 
697,851 
5,088,031 
152,841 
4,707,830 
388,791 
3,027,975 
304,200 
2,331,200 
70,700 
562,400 
56,800 
459,800 
151,500 
929,200 
31,000 
223,200 
302,229 
2,384,577 
265,448 
1,647,300 
67,114 
437,649 
8,063 
66,398 
61,400 
495,000 
206,200 
1,741,000 








1960 
(Units) 


77,900 
1,355,700 
51,900 
361,100 
69,658 
432,250 
35,461 
228,046 
55,100 
435,900 
108,200 
755,500 
416,838 
2,517,260 
281,303 
8,170,376 
573,363 
4,451,721 
124,152 
4,629,276 
392,858 
3,050,385 
307,500 
2,418,600 
67,200 
570,500 
56,200 
447,600 
132,100 
979,300 
30,700 
225,200 
301,935 
2,487,986 
230,540 
1,634,000 
65,959 
482,860 
12,237 
101,071 
47,500 
482,800 
279,400 
1,888,800 


% 
Change 


—30.42 
— 1.86 
—15.80 
+ 3.63 
+13.43 
— 7.66 
+22.19 
—10.47 
+15.61 
+ 3.40 
+18.01 
— 3.92 
—16.44 
—17.04 
+11.64 
+ 8.55 
+21.71 
+14.29 
+23.11 
+ 1.70 
— 1.04 
—00.74 
— 1.07 
— 3.61 
+ 5.21 
— 1.42 
+ 1.08 
+ 2.73 
+14.69 
— 5.12 
+00.98 
—00.89 
+00.10 
— 4.16 
+15.15 
+00.81 
+ 1.75 
— 9.36 
—34.10 
— 34.30 
+29.26 
+ 2.53 
—26.20 
— 7.82 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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“This one you won’t 


have to worry about” 


Maybe you've heard about the challenge Fred 
Maytag has laid down to his engineers: 


“Design an automatic washer for our custom- 
ers which will work for 10 years without a major 
repair.” 


Now, competitive engineers may be a little 
skeptical that this can be done and still keep costs 
within reach. 


But today’s Maytag Automatic is proving that 
the year is not far off when this “possibility” will 
become a reality. 


For example, in a recent test, the Maytag High- 


lander worked for 10,145 hours (15,218 loads, equal 
to 50 years’ normal home use). Service cost aver- 
aged only $2.00 a year. 


The dealer who knows how service cuts into his 
profits and his repeat business, will appreciate these 
facts, and look to Maytag as the franchise of the 
future. “This one you won’t have to worry about.” 


The Maytag Company, Newton, Iowa. 


MAY TAG 


the dependable automatics 
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